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Rough Proofs 


The best jam you can get into 
is Mrs. Anna Myer’s, the advertis- 
ing says. And in view of the war 
situation, what advertiser of good 
will ean offer the safest preserves? 


.  F 


Newspapers, admits Allen Bill- 
ingsley, think agencies prefer radio 
because they make more money out 
of it. But maybe they only have 
more fun. 


+, | 


Some advertisers say they would 
rather have a reduced rate than 
all that merchandising service. Are 
they the same ones who always 
insist on their full share if there’s 
any being passed around? 


_. = = 


The Cowles Stations offer $500 
for the best name describing their 
market area. If you’re interested 
in winning the prize, try this sug- 
gestion: the King Corn Country. 


, = F 


Santa Claus, it seems, has decided 
to trade in his sleigh and reindeer 
nm anew Packard 8. Snow is get- 
ting so darn scarce he was wearing 
out too many runners, anyway. 


vgs¥seey? 


If the demand for snow continues 
to be so much greater than the 
supply, the railroads, makers of ski 
equipment, etc., would probably 
be glad to make a deal with S. 
Claus that would put that new 
Packard in his Christmas stocking. 


vgy¥se yy 


Gladys the beautiful receptionist 
says she sees where the City of 
Flint has taken a prize or some- 
thing, but from the pictures she 
can’t see that it’s anything so won- 
derful. 
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A Rush street tailor displays the 
sign, “Let Us Do Your Alterating 
and Mending.” You can see right 
away that he’s no slouch when it 
comes to alterating. 
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WLS third dimension 
are visual demonstrations for store 
display, and decidedly not to be 
confused with the equally well 
known WLS fourth dimensional ef- 
fect 
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The American Pop Corn Com- 
pany of Sioux City has enlisted the 
aid of a pop-corn queen, and you 


i be disappointed if she hadn’t | 


turned out to be one of those nice 
corn-feds. 
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; ivel by Air, Advice to Timid 
Sermuda Visitors.” 

It seems that timidity, like every- 
‘hing else, is only relative. 
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Herbert Hoover is a very brave 
He isn’t even afraid to write 
es that might easily get him 


| texture, flavor and toast. 


American Trucking 
Launches Its First 
National Copy 


New York, Oct. 26.—Making its 
debut as a national advertiser, 
American Trucking Associations 
this week launched what may de- 
velop into a full-fledged campaign 
to parallel for the trucking field the 
promotional efforts carried on for 
rail interests by the Association of 
American Railroads. 

ATA, which is an affiliation of 
state trucking groups with head- 
quarters in Washington, D. C., used 
a full page in the current issue of 
The Saturday Evening Post to tell 
an institutional story in behalf of 
the nation’s motor carriers. 

The insertion was a_ one-shot 
effort paid for by voluntary con- 
tributions, but it is hoped that its 
appearance will engender enough 
enthusiasm to make further adver- 
tising possible. The subject of a 
campaign was discussed at the 
group’s convention in Chicago this 
week, but no official action was 
taken. 


“Indispensable” Is Claim 


The Post copy, placed through 
Grace & Bement, Detroit, pointed 
out that “trucks have become in- 
dispensable to our inter-city trans- 
portation system.” 

Copy added that truck operators 
pay an average, annual tax _of 
nearly $700 for every mile of main 
road in the nation’s highway sys- 
tem, and that total special taxes 
paid by operators last year ex- 
ceeded $1,000,000 a day in addition 
to the regular property and busi- 
ness taxes paid by every commer- 
cial concern. 

It was also shown that the truck- 
ing industry gives employment to 
2,544,956 workers, and that 50 per 
cent of the industry’s gross revenue 
is paid out in wages. Copy also 
offered a booklet, “Trucks Win on 
Service.” 


Offers New Dollar 
Bill as Guarantee 


tor Wonder Bread 


products | 


New York, Oct. 26.—An offer of 
a “crisp new dollar bill” 


Wonder bread the one best bread” 
is being employed by Continental 
Baking Company in a test campaign 


now under way in the Springfield, 
Mass., area, it was disclosed here 
today. The test is confined to the 


one market for the time being. 
Large space in a group of Spring- 
field papers and spot radio 
nouncements are being used at 
weekly intervals to invite women 


|to try the product and compare it 


with other makes as to appearance, 
Assisting 
the promotion, retailers supply the | 
consumers with “comparison 
charts” on which a record of opin- 


ion on these vital points can be 


ther bid to move his trunk to | 


tne White House. 
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The meat packers are worried 
’ecause of the increasing success 
tne skinless frankfurter, but it 
. take a copywriter with guts 
) explain why the natural product 
best. 


Copy Cus. 


kept. 
If the “score” is against Wonder 
ce ontinued on Page 27) 
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Rough Proofs 


1 
Voice of the Advertiser - 


FEHR'S, NOT FEAR 


WHO QUICKLY 
SCARES 


it's Dry—that's WHY you'll appreciate the keen, 
delightful favor of FENR'S X-L Beer. Never sweet — 
always smooth, mellow, exhilarating! Fully aged 
from premium ALL-GRAIN ingredients. Frank 
Pehe Boowing Company, Louisville, Kentucky. 


(Beer 


Humorous copy of this type will con- 
tinue through fall months for Frank Fehr 
Brewing Company, Louisville, following a 
successful summer campaign. (Story on 


hi uc 28.) 


‘Country Home’ 
to Suspend with 


December Issue 


New York, Oct. 25.—Crowell-Col- 
lier Publishing Company has de- 
cided to withdraw from the farm 
paper field, and publication of 
Country Home will be suspended 
with the December issue, it was 
revealed here today by Thomas H. 
Beck, president of Crowell. 

Established in 1877-as Farm and 
Fireside, Country Home has long 
been one of the leaders in the rural 
magazine field. Its latest circulation 
statement revealed net paid distri- 
bution of more than 1,750,000 copies 
monthly. 

In his statement announcing the 
suspension, Mr. Beck said, “We 
have decided to concentrate in more 
profitable and promising fields. We 
will retain the name, good will and 
subscription list.” 

J. A. Welch, advertising director, 
said that the company will find 
places within the organization for 
as many Country Home employes 
as possible. Crowell also publishes 
American, Collier’s and Woman’s 


Pets Brewing Co 


Fehr's 


It's DRY~-thats why 


| Home Companion. 


| this year, 


During the first ten months of 
Country Home carried 


| 145.5 pages of advertising, accord- 
|ing to the regular monthly tabula- 


to con-| 
|} sumers who fail to find “Slo-Baked | 


an- | 


| 


tion in ADVERTISING AGE. This rep- 
resented a 22.2 per cent decline 
from the 187 pages carried during 
the same ten months of 1938. 

Farm & Fireside was established 
at Springfield, O., when only a few 
farm papers existed, and only one 

(Continued on Page 30) 


Advertisers Get Complete 
Picture of Consumer Activity 


Rising Agency Costs 
Studied by Four A's 
in Coast Conclave 


Del Monte Convention 
Marred by Accident to 
Vernon Churchill 


Del Monte, Calif., Oct. 26.—Study 
of the problem faced by agencies 
in meeting increased costs without 
impairment of service to clients; 
the agency’s role in employer ver- 
sus employe struggles, and the pos- 
sible effects of the war upon 
advertising gave the Pacific Coast 
Council of the American Associa- 
tion of Advertising Agencies food 
for thought at its annual conven- 
tion here this week. 

The usually genial tempo of the 
conference was marred by the seri- 
ous accident suffered by Vernon R. 
Churchill, Portland manager for 
McCann - Erickson, and his wife, 
while en route to the conclave. Both 
Mr. and Mrs. Churchill were seri- 
ously injured in an automobile 
wreck neat Medford, Ore., and are 
at present in the hospital there. 

August J. Bruhn, manager of the 
Los Angeles office of McCann- 
Erickson, was elected chairman of 
the Pacific Coast Council succeed- 
ing Edmund M. Pitts, J. Walter 
Thompson Company, San Francisco. 
W H. Horsley, Pacific Advertising 
Staff, Oakland, was elected vice- 
chairman, and Dan B. Miner, presi- 
dent, Dan B. Miner Company, Los 
Angeles, secretary-treasurer. Joseph 
R. Gerber, president of Gerber & 
Crossley, Portland, and Fred T. 
Weeks, president of Brewer-Weeks 
Company, San Francisco, were 
elected governors. 


Facsimile Is Feature 


Addresses on public relations and 
“war” problems were delivered by 
C. E. Persons, of McCann-Erickson, 
Inc., and Theodore D. Palmer, as- 
sistant advertising director, New 
York Times, respectively. Both are 
reported on Page 8 of this issue. 

G. C. Hamilton, vice-president of 
McClatchy Newspapers, presented 
a demonstration of facsimile broad- 


| casting at the evening meeting. Mr. 


(Continued on Page 27) 


‘Last Minute News Flashes 
Hammond Instrument to Hartman Agency 


Chicago, Oct. 27.—Hammond Instrument Company today announced 
appointment of the George H. Hartman Company as its advertising 


| agency. National magazines, religious magazines and music papers will | 


continue to be used in advertising of the Hammond electric organ and 


of the Novachord. Mr. 


Hartman will be account executive. 


Yeager Leaves JWT for Benton & Bowles 


Chicago, Oct. 27.—Hal Yeager has resigned from J. Walter Thomp- 


son Company to join Benton & Bowles-Chicago on Nov. 1. 


He will 


}act as account executive and head of the new business department. 
| Prior to coming to Chicago three years ago, Mr. Yeager was manager 
of the St. Louis branch of J. Walter Thompson. 


Newspapers Added to Gem Shaver Schedule 


New York, Oct. 27.—American Safety Razor Corporation today 
disclosed plans to supplement its magazine campaign for the new Gem 


| the new 


electric shaver with newspaper 


insertions ranging up to 


1,000 lines. 


ANA ‘Survey Lifts ‘Veil 
of Confusion’ with Full 
Story of Movement 


Hot Springs, Va., Oct. 26.—Out 
of the welter of vague impressions, 
misinformation, snap judgment and 
emotional outbursts that have 
hitherto beclouded objective evalu- 
ation of the so-called consumer 
movement and its relationship to 
advertising, the Association of Na- 
tional Advertisers today plucked a 
comprehensive set of facts which it 
laid down before advertisers, agen- 
cies and media representatives as 
the status quo of organized con- 
sumer activity. 

Presentation of this factual pack- 
age, occupying the entire opening 
day of the ANA convention here, 
came as the result of an exhaustive 
survey which delved into the back- 
ground and growth of the move- 
ment and which suggested by in- 
ference at least the program that 
must be formulated by individual 
advertisers in the future. 

Release Newspaper Study 


Among other important consider- 
ations of the ANA was the first 
release of the Advertising Research 
Foundation in its “Continuing 
Study of Newspaper Reading.” De- 
tails of this study are reported on 
Page 26. The asseciation elected 
A. O. Buckingham, Cluett, Peabody 
& Co., chairman. Details of the 
election and other reports of. the 
convention appear on Page 2. 

The drama of organized con- 
sumer growth, succinctly summar- 
ized at the path “from pamphlet to 
action” grew fat on the fodder of 
economic stress. Consumers’ Re- 
search was born in 1929 immedi- 
ately following the origin of a con- 
sumers club at White Plains, N. Y., 
by F. J. Schlink. The rising tide 
swept on during the years that fol- 
lowed, nurtured by the need for 
stretching dollars, the creation of 
NRA and its consumer committee, 
the popular fancy captivated by 
“Your Money’s Worth,” by Stuart 
Chase, “100,000,000 Guinea Pigs,” by 
Schlink and Arthur Kallett, the 
creation of a federal consumers’ 

(Continued on Page 25) 


New Streamlined 
Smith Typewriter 
Makes Appearance 


New York, Oct. 26.—In a cam- 
paign directed primarily at busi- 
ness executives, L. C. Smith & 
Corona Typewriters, Inc., this week 
released copy in The Saturday 
Evening Post, announcing a new 
standard L. C. Smith typewriter, the 
| first new model of this type the 
company has produced in several 
years. 

Streamlined appearance is the 
outstanding feature of the new ma- 
chine, which is hailed as “a sensa- 
tional triumph of typewriter de- 


sign.” However, numerous new 
mechanical improvements have 
been incorporated in the model, 


called Super-Speed, and standard 
L. C. Smith features have been 
_ retained. 

The opening shot in the Post will 
be followed by the use of full pages 
in an extensive list of general 
|magazines and business papers. 


Copy designed for the gift buying season will carry the slogan, “Make | Business Week, Collier’s, Fortune, 


his face light up 365 days a year,’ 
shaver carries its own 
Agency has the account. 


“headlight.” Federal Advertising 


a phrase derived from the fact that| Life, Newsweek and Time are on 


| the schedule. Newell-Emmett Com- 
| pany is in charge. 
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Name Buckingham 
New Chairman 


at ANA Conclave 


Hot Springs, Va., Oct. 26.—A. O. 
Buckingham, Cluett, Peabody & 
Co., was elected chairman of the 
Association of National Advertisers 
at the annual convention here 
today. Other new officers are D. P. 
Smelser, Procter & Gamble Com- 
pany; Leo Nejelski, Pepsodent 
Company, and H. W. Roden, of 
Harold H. Clapp, Inc., vice-chair- 
men, and M. H. Leister, Sun Oil 
Company, treasurer. 

Allan T. Preyer, Vick Chemical 
Company, and 
retiring chair- 
man, becomes a 
member of the 
board. New di- 
rectors are Keith 
Evans, Inland 
Steel Company, 
and H. M. War- 
ren, National 
Carbon Com- 
pany. Continuing 
directors are 
Northrup Clarey, 
Standard Oil 
Company of New 
Jersey; Gordon Cole, Cannon Mills; 


A. O. Buckingham 


Company; W. A. Hart, E. I. du Pont 
de Nemours; Carleton Healy, Sun 
Oil Company; C. G. Mortimer, Jr., 
General Foods Corporation; H. M. 
Shackelford, Johns Manville Com- 
pany, and H. B. Thomas, Centaur 
Company. 


Cottin Opens Own Office 

Louis M. Cottin has resigned as 
merchandising and research direc- 
tor of Green-Brodie, New York, to 
open his own office as advertising 
and sales promotion consultant at 
33 W. 42nd street, New York. He 
has been appointed by Elbe File & 
Binder Company, Union Stationery 
Corporation, Typewriter Circle 
Company, Cho-Ban Company and 
Co-operative Opticians, all of New 
York. 


Adds New Department 
Russel M. Seeds Company, Chi- 
cago agency, has inaugurated a new 


'| merchandising and research depart- 
|} ment under direction of Albert C. 


Mueller, associated with Hearst 


|newspapers here for the past 17 


years. 


MBS Adds New Station 


Station WENY, Elmira, N. Y., 
will be affiliated with the Mutual 
Broadcasting System when it begins 
operations within a few weeks. The 
new station is owned by the Elmira 
Star-Gazette. 


Greater Efficiency 
of Advertising 
ls Goal of ANA 


First Report Given on 
Readership Study of 
Magazines 


Hot Springs, Va., Oct. 27.—Prog- 
ress in the development of increased 
efficiency in advertising today oc- 
cupied the spotlight at the closing 
sessions of the ANA’s 30th annual 
convention here. Under the aus- 
pices of the Advertising Research 
Foundation, the program resolved 
itself into an exhaustive examina- 
tion of the scientific approach to 
advertising and the application of 
this technique on an increasingly 
large scale in the future. 


Examples of Cooperation 


Two of the foundation’s newest 
projects were singled out as ex- 
amples of the coordinated effort of 
advertisers, agencies and media to 
take the guesswork out of mer- 
chandising by making available 


interest 


of 217. 


Last 
veyors confirmed 
a long standing 


of science and advertising. 


sy personal check on his charge ac- 
count list, they turned up the fact that 
91% of Bjornstad’s Spencer charge ac- 
counts are regular readers of The Des 
Moines Sunday Register... 


It wasn't news to Otto Bjornstad. 


The importance of this dealer sur- 
vey lies in its state-wide parallel. 


week sur- 


7 conviction of 

‘2 Otto Bjornstad, 

Pits Spencer, lowa, 

Of . druggist. It was 
on , 

all done in the 


reach 


199 out 


Like Druggist 


tailers know 


Ile knows his customers. He also ane know goods ‘are moved off 
knows that in Spencer every worth- their shelves when advertising is placed 
while family (1,286 of them) are regu- where all urban Iowans can see it. 
lar subscribers to The Sunday Reg- 

ister. But... 


Smart advertisers, too, will quickly 
recognize the importance of influencing 
almost a million urban buyers easily 
and inexpensively through... 


The Des Moines Sunday Register 


Lowest milline rates in lowa, $1.64. 


oe A living lowans read The Des Moines Sunday Register—constituting America’s No. 7 market~ write fer booklet 


Of ALL the 258,286 Iowa families 
living in cities of 2,500 and up, better 
than 80% are regular readers of The 
Sunday Register. 4 out of 5 URBAN 
Iowans and 1 out of 3 RURAL Iowans 
read this one newspaper. 


To wise advertisers this remarkable 
urban coverage means a big, easy-to- 
market. 
annually purchase $16,208,000 worth of 
drug products . . 
than such well known urban markets 
as St. Louis, Pittsburgh and Cleve'and. 


and purchasing power of their custom- 


Iowa's urban buyers 


. considerably more 


sjornstad, lowa re- 


the reading preferences 


335,303 6 mo. A. B. C. 


— a 
ee 


BIBLICAL INJUNCTION IN NEW ROLE 


Sterling Gasoline Company has won much comment in its home territory around 


Parkersburg, W. Va., with 30 painted bulletins bearing this phrase. 


Miniatures 


of the bulletins are being used in all Sterling outlets, and the copy is also appear- 
ing on some 300 six-sheet posters. Smoot Advertising Company is in charge. 


fuller information about people and 
markets. 

First announcement of the maga- 
zine readership study which has 
just been launched was made by 
D. E. Robinson, chairman of the 
project’s technical committee, and 
director of research, federal adver- 
tising agency. Mr. Robinson’s ex- 
position of the technical problems 
involved in the study came after an 
address by William B. Warner, 
chairman of the administrative 
committee, and president of McCall 
Corporation, who emphasized the 
desire of publishers to participate in 
basic advertising research. 

The second major project dis- 
cussed before the convention was 
the first report issued in the con- 
tinuing study of newspaper read- 
ing. 


Discuss Findings 


Edwin S. Friendly, New York 
Sun, presented the viewpoint of the 
Bureau of Advertising on the under- 
taking, and Harold H. Anderson, 
head of Publication Research, which 
is in charge of the field work, an- 
alyzed the technique pursued and 
discussed briefly the significance of 
some of the initial findings. Details 
of the study are reported on Page 
26 in this issue. He also revealed 
that additional releases in the study 
will be issued at about 10-day 
intervals. 

The foundation program was 
guided by Richard Compton, chair- 
man of the board and president of 
Compton Advertising, Inc. Several 
well known advertising figures who 
have been closely identified with 
the development of the foundation’s 
activities also spoke briefly. These 
included Stuart Peabody, advertis- 
ing director, Borden Company, who 
revealed, incidentally, that reader- 
ship studies are currently being 
considered in behalf of business 
papers and farm magazines; John 
Benson, president of the Four A’s; 
Neville Miller, president, NAB; and 
Kerwin Fulton, president, Outdoor 
Advertising, Inc. 

Mr. Fulton recalled the initiative 
assumed by the outdoor field in the 
development of precision instru- 
ments for advertising, the Traffic 
Audit Bureau having been one of 
the first projects undertaken by the 
foundation. He also issued an ap- 
peal for more definite copy devoted 
to an exposition of business phil- 
osophy, suggesting that one per cent 
of all advertising appropriations be 
allocated for this purpose. 


Radio Ownership in Census 


Mr. Miller discussed the radio in- 
dustry’s participation in the joint 
committee for radio research and 
disclosed that the 1940 census may 
provide valuable data regarding set 
ownership, since this phase of fam- 
ily living will be included in the 
housing census, with a breakdown 
expected by counties, cities and in- 
come classifications. 

At a closed convention session 
which preceded the analysis of con- 
sumer activities, members of the 
ANA discussed radio and news- 
paper advertising problems. Par- 
ticular attention was directed to 
conditions growing out of organiza- 
tion efforts by the American Fed- 
eration of Radio Artists, and the 
growth of the Cooperative Analy- 
sis of Broadcasting. It was said 
that last year the CAB enjoyed a 
40 per cent revenue increase over 
1939 despite the fact that no change 
had been made in_ subscription 
rates nor had any special promo- 
tional effort been launched. 

J. O. Carson, H. J. Heinz Com- 
pany, presided over the newspaper 
committee session, and once again 
delved into the intricacies of the 


local- national rate _ differentia) 
situation. It was pointed out that 
despite a decreased number of 
newspapers published, the differ- 
ential spread has been increasing. 
Interest was evinced in the allega- 
tion that certain local advertisers, 
in reality representing manufactur- 
ers with chain store outlets, can 
purchase newspaper space at rates 
ranging from 10 to 50 per cent be- 
low those charged other national] 
advertisers. The committee also 
voiced the belief that the use of 
maps to visualize circulation in pub- 
lishers’ audit reports is feasible, as 
indicated by the use of this device 
in promotional literature issued by 
several newspapers. The ABC 
newspaper committee recently 
turned down the request of adver- 
tisers that this technique be put into 
general practice. 


Piano Producers 
Shoot at New 
‘Spring Peak’ 


New York, Oct. 26.—With the 
help of newspaper advertising, a 
“spring peak” will be built up dur- 
ing National Music Week next May, 
the Advertising Managers Club of 
the National Piano Manufacturers 
Association decided at a meeting at 
Hotel New Yorker this week. 

The club appointed a committee 
to prepare promotion material for 
retailers and others. Joseph Seltzer, 
of Winter & Co., is chairman. He 
will have the assistance of Car] 
Suber, N. W. Ayer & Son; Helen 
Bryant, Bryant & Starr; Clarence 
Hammond, Frederick Loeser & Co.; 
E. O. Fay, Wurlitzer Company, and 
Charles Freeman, Federal Adver- 
tising Agency. George Lawrence, 
Baldwin Piano Company, club 
president, and Lawrence H. Selz, 
publicity counsel, will serve as ex 
officio members. 

The piano industry was reported 
to be in the throes of a renaissance 
which will make it impossible for 
many manufacturers to fill orders 
before Jan. 1, with the holidays 
providing the year’s heaviest vol- 
ume. The secondary spring peak 
will insure a prosperous 1940, Mr. 
Lawrence asserted. 

Participating manufacturers will 
use a variety of media in directing 
public attention toward National 
Music Week and its significance, 
while retailers are expected to rely 
chiefly on local newspapers. 


KAUFMANN & FABRY CO 


TELEPHONE * HARRISON 3135 
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October 30, 1939 ADVERTISING AGE 


SERVICE was THE WATCHWORD OF LINCOLN 
AS IT 1S OF ALL GREAT MEN —AS IT IS OF ALL GREAT NEWSPAPERS 


«He (Lincoln) has doctrines,... and is without 
ambition except to do good and serve his country.” 


—E. B. Washburn in the House of Representatives 
on the nomination of Lincoln, May 29, 1860. 


This was Lincoln: Anxious to serve as well 
as he could; asking nothing in return; with a 
rich, simple philosophy running in this vein: 

“Why should there not be a patient confidence 
in the ultimate justice of the people? Is there any 
better or equal hope in the world ?” 

—First inaugural address, March 4, 1861. 


Similar patterns of thought and action 
are as typical of the great newspapers of 


1875, when it was produced in tiny quarters 
“somewhere on Fifth avenue, behind a 
tree,” The Chicago Daily News has held 
steadfastly to these publishing responsi- 
bilities: The news must be gathered and 
presented as accurately, as quickly, and as 
completely as possible. Editorials must be 
honest and fair and strong. Advertising 
standards must be high. The content must 
be clean and wholesome. And this news- 
paper never must lose sight of the fact that 
it always must serve its readers, its city, its 
state and its nation. 


the world as they are of great men. The people... their 


welfare ... must come first. 


Ever since its founding two days before Christmas, 


Friday, Sept. 1 — Editorial hammered at book- 
making racket. 

Saturday, Sept. 2— Front page editorial discussed 
“Our Responsibility for Sanity in a World 
at War.”’ 

Monday, Sept. 4— Labor Day, but all editions pub- 
lished to keep readers informed of European 


developments. 
Tuesday, Sept. 5 — Editorial blasted politics in the 
schools. 


Wednesday, Sept. 6 — Front page prominence given 
stories concerning the freeing of thief 
through faulty bond and recount revealing 
500 more votes than voters in precinct. 
Announcement made that ace reporter 
Robert J. Casey would fly to Europe to 
join foreign staff. 

Editorial urged revision of neutrality law 
to secure real neutrality. 

Thursday, Sept. 7 — Front page editorial asked for 
national unity and adjournment of partisan- 
ship to insure peace. 

Announcement that veteran reporter Leland 
Stowe had joined the foreign staff, and 
would fly to his post abroad. 

Friday, Sept. 8 — Editorial asked thorough and im- 
partial investigation of alleged municipal 
judge’s irregularities, and drastic action if 
action warranted. 


Saturday, Sept.9 — Front page editorial urged quick 
adjustment to outbreak of hostilities and 
getting down to the usual business of life. 
“John Q. Public” inquired again about 
ward superintendents’ list Civil Service 
Commission promised would be posted be- 
fote Christmas — Christmas, 1938. 

Monday, Sept. 11— Foreign staff member Richard 
Mowrer gets through with uncensored ob- 
servations after 62-hour trip from Warsaw 
to frontier. 

Editorial urged the public to become better 
acquainted with “Mr. Miscellaneous” after 
Dept. of Commerce report showed miscel- 
laneous expenditures of state governments 
increased 92 million dollars in five years. 
“Today’s Digest of War News on all 
Fronts,”’ by Reginald Sweetland of foreign 
staff started as daily feature. 

Tuesday, Sept. 12— Front page editorial discussed 
achievement of national unity and adjourn- 


The day-by-day efforts during the single, historic 


month of September, 1939, are indicative of services 


ment of partisanship and selfishness to keep 
the United States out of war. 

Editorial declared state’s attorney acting for 
good of city and its people in attacking 
crooked political rackets. 


Wednesday, Sept. 13 — Special article by Royal F. 
Munger, Financial Editor, concerning ample 
food supply in U. S. and inflation attempts 
curbed by government and consumers. 


Thursday, Sept. 14— Editorial declared “Jarecki 
Means Jail,”’ in discussion of Judge Jarecki 
sentencing five election officials as result of 
violation of election laws. 


Friday, Sept. 15 — Front page editorial urged ade- 
quate defense as the safe way to insure peace. 
Front page story quoted John T. Flynn’s 
story in Sept. 23 Collier’s, “Gangsters Kill 
Building Trade,”’ in Chicago. 

Special article by Financial Editor Royal F. 
Munger, “War Profits Ought to be Shared 
with All U. S. Workers.” 


Saturday, Sept. 16 — Front page editorial ““Repeal 
the Arms Embargo.”’ 
Foreign Editor Carroll Binder had special 
article, “Covering War and World — Daily 
News Foreign Staff Skilled in Producing 
Facts.” 
Editorial reviewed Daily News’ efforts to 
combat flagrant municipal affairs. 


Monday, Sept. 18— Editorial commended John T, 
Flynn’s building racket article in Collier’s 
and added: “This newspaper for decades has 
printed the day-by-day story of terrorism, 
graft and oncoming paralysis.” 


Tuesday, Sept. 19 — Editorial declared war corres- 
pondent’s risks great but American news- 
papermen well prepared. ““‘Come what may, 
the American people must be kept in- 
formed.” 

Wednesday, Sept. 20—Story by David M. Nichol 
revealed plaint of Chicago school principals 
that red tape leaves them little time to ad- 
minister and supervise their schools. 
Editorial reviewed Daily News’ attacks on 
racketeering. “If this be blasphemy against 
the name of Chicago, The Daily News is 
proud to be called a blasphemer. We are 
sorry it had to be said, but proud that we 
said it first. We are glad that what was, at 


rendered by The Chicago Daily News. 


first, a lone voice crying out in the wilder- 
ness has at last found other voices crying in 
concert.” 

Thursday, Sept. 21— Published text of President's 
message on neutrality to special session of 
Congress. 

Editorial discussed mayor’s responsibility 
for actions of Citizens Advisory Committee 
on Schools. 

Friday, Sept. 22 —Front page editorial: “That man, 
or men, who seeks to raise the standard of 
mere partisanship in the (Congressional) 
session impending will bring ruin to him- 
self and do grave injury to his party.”’ 

Saturday, Sept. 23 — Editorial remarked: “...A 
number of readers have written to... de- 
mand that this newspaper quit printing 
British propaganda, French propaganda, 
German propaganda, or Polish propaganda 
... The trouble with trying to discriminate 
against propaganda in a newspaper is the 
fact that, in some cases, the best propaganda 
of all is truth.”’ 

Monday, Sept. 25 — Front page editorial outlined 
neutrality law and proposed changes, and 
urged each reader to “‘think it through for 
yourself,” 

Tuesday, Sept. 26 —Front page editorial provided 
means for readers to indicate their neutrality 
preferences and urged that they mail their 
votes to senators. 

Wednesday, Sept. 27— Editorial concluded: “It 
seems that a little publicity accomplished 
what neither the sheriff's men nor the 
Lincolnwood police could do,’”’ when gam- 
ing joint closed its own doors following 
newspaper publicity about a shooting grow- 
ing out of gambling there. 

Thursday, Sept. 28— Foreign correspondents re- 
ported on trade policies of principal non- 
combatants; this service in view of the de- 
bate on American trade with belligerents in 
wartime. 

Friday, Sept. 29 —Front page stories’ headlines: 
“Lax Officials Hit by Jury,” and “Links 
Gang with Politics in Gambling,”’ speak for 
themselves. 

Saturday, Sept. 30 —‘John Q. Public”’ visited the 
State Department of Labor and was agree- 
ably surprised to report that workers of this 
department were busy and getting results. 


THE CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper - With the most valuable circulation in the city 


DAILY NEWS PLAZA, 400 West Madison Street, CHICAGO 
NEW YORK OFFICE: 9 Rockefeller Plaza + DETROIT OFFICE: 4-119 General Motors Building +» SAN FRANCISCO OFFICE: Hobart Building 


y SS aad Ae 


s “ orp ~ > — aE als Vie itt ket, ‘i ari beth SE ecg aa . - Ken 
5 a ea kde & ~s a See 3 7 ey GR — RO, ak 4 + ; Rs Sates. ee et Pia SPS as oR na . = aye : : i : . a ee 
‘ ee f a ¢ . < ~ . p . ; : a 
—— TY - 
4 
ee 3 | } a 
a 
— Sy eran 
ee 
: Bt 
' Sd ae 
ie i 
Bees: = hy 
P= 
: a 
eee 
; 2 Ra 
2 = ee 
! ee 
i 2 ae 
eee 
i ee 
| ee 
Eas * 
s AS | . 
Sy | 
B26 RPG 
gga NS 
- auch Z a 
ee ba | ea, : 
i a i 
# 5 ee | rs Ce ae 
e ef oe eo 
‘ R r ; i if 
<. See es x ie "a ae wi 
Beef ; =a ite 
a ; = =e 
“, eet? y ae | aE 
‘ F a am ; 
OY, ER et in 
fi e a ee 
Se a: a ii 
a ae. ale | er 
ey SERS Oi ena ‘ 
6 ee a ae eg es a 
esti ee is in ai 
Bia? 4. See eS. 
pee ater? ee Gi eR 
‘ 0 Re re sf 
; 
ee ee ' : 
; : 
ee } " 
j , 
| id J 0 
| Pais 
ee  - 

. ee | “ 
ee ae 
pai 
ah 
; At a 

' eas. 7 
_ 
‘ 
ee 
—_ 
*s 
ae 
og 
ee 
ee 
en 
— 
iy) 
Ems 
¢ 
ae 
ie 
oie ae] a 
ot a 
’ . 
_— % 
= 3 
oe j 
Ses *. 
7 — 
and 
nie Sean Sao. Sad 
° " . 
+e 43 
2: a 4 
oes Fe 
Ds 
Pa ¥ 
rar Pe =e 
= xe i 
- Ae = 
- we i is ‘pene : 3 Natt : / ea - > <* ne ae - “ . : ’ : = 3 3 i _ eee > 4 of 
er re - ; ae ‘ % b Se « >) z ie oe ; = f , as) Gr : . er ee mo A. 
’ , ? a P 3 A 4 5 i : 


+e 


ADVERTISING AGE 
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East and West Expositions 
Mull 1940 Renewals 


New York, Oct. 25.—Considered 
an artistic success unmatched by 
any previous’ exposition 
financial disappointment due to the 
failure of attendance to reach ad- 
vance estimates, the New 
World’s Fair will close 
for the season next Tuesday with 
the hope that a more definite suc- 
cess story will be written when the 
fair reopens next summer. 

Total paid attendance may reach 
27,000,000 by closing day, but this 
figure falls short of the most con- 
servative pre-opening estimate of 
50,000,000. Most of the trouble 
which has beset the fair during its 
‘six-month run this year stems from 
the attendance problem. 

Heavily promoted through pub- 
licity but not supported by paid ad- 
vertising, it became evident by mid- 


summer that attendance would not | 


reach the lofty estimates made in 
advance. A number of devices to 
stimulate patronage, including addi- 
tional free entertainment, bargain 
tickets and a reduction in admis- 
sion price, were adopted with some 
success to meet the situation. Dras- 


ace} 


but aj} 


York | 
its gates | 


tic retrenchments in operating ex-| 


penditures were also made. It is 
expected that gross receipts from 
admissions alone will approximate 
$15,000,000 by closing day next 
Tuesday. 


Exhibitors to Return 


Most of the commercial exhibi- 
tors who occupied some 60 build- 
ings at the fair will continue their 
exhibits in 1940. Among the major 
exhibitors, Beech- Nut Packing 
Company, Carrier Corporation, 
Eastern Presidents Railroad Con- 
ference, Firestone Tire & Rubber 
Company, Ford Motor Company, 
General Electric Company, General 
Motors Corporation, Metropolitan 
Life Insurance Company, and U. S. 
Aviation Exhibit, Inc., have already 
declared their intention to continue 
in 1940. 

The fact that these advertisers, 
and the many others who are mak- 
ing plans to continue, will exhibit 
at the fair next year, does not 
necessarily mean that all consider 
their venture at Flushing an un- 


qualified success. In the case of 


those who built their own buildings 
at considerable cost, participation | 


next year will be relatively inex- 


| pensive compared to the investment 


which they have already made. 
Futurama Hit of Show 


Whether or not the fair’s first 
season has been a success for com- 
mercial exhibitors generally is hard 
to say. The General Motors “Fu- 
turama,” the undoubted commercial 
hit of the show, could not have ac- 
commodated many more patrons 
even had 50,000,000 admissions been 
achieved at the box office. Other 
companies with less popular shows 
were not so fortunate. 

While amusement area conces- 
sionnaires, and foreign and state 
government exhibitors, have openly 
criticized the fair management on 
a number of occasions, the commer- 
cial exhibitors have made no public 
outcry. One complaint of those 
operating in the fun zone has been 
that the commercial exhibitors put 
on such fine free shows that it was 
difficult to lure visitors into the area 
where entertainment bore a price 
tag. 

Although it is too early for ex- 
hibitors to have made complete 
plans for their displays in 1940, it 
is believed that a number will make 
changes before reopening. The fact 
that many of the commercial ex- 


| instances 


AS THE AUTOMOBILE SHOW OPENED 


Bigwigs in the automotive industry who helped open the National Automobile 

Show were (left to right) Ward Barnett and Joe E. Bayne, commercial car 

director and assistant general sales manager, respectively, of Plymouth Motor 

Corporation; Harry T. Mitchell, vice-president of J. Stirling Getchell; L. D. 

Cossart, Plymouth's general sales manager, and Chris Sinsabaugh, editor of 
Automotive News. 


hibitors who succeeded in attract- 
ing crowds employed unusual show- 
manship in putting their story 
across will influence some who had 
static displays to adopt a new pol- 
icy for next season. 


Moving Stage Clicks 


The moving platform idea, used 
by the fair itself in the Perisphere 
and by General Motors with its 
moving chairs, not only solved the 
problem of regulating traffic flow 
but was a novelty which appealed 
to visitors. The high cost of mak- 
ing such installations, however, 
may keep other exhibitors from 
following suit. 

One claim to fame of the 1939 
fair was the public unveiling of 
television. RCA and NBC, as well 
as a number of manufacturers of 
television receiving sets, took ad- 
vantage of the public curiosity in 
the new development with demon- 
strations. 

An important factor in reducing 
the attendance was the bad public- 
ity the fair received. The 75-cent 
admission charge, together with 
stories of exorbitant hotel rates 
and $1 hot dogs at the fair, con- 
vinced many potential customers 
in the hinterlands that a visit to the 
fair would be beyond their means. 
Efforts to overcome these false im- 
pressions were only partially suc- 
cessful. 


The management of the fair is 
another question mark. Grover 
Whalen, president, has been in 


Europe for some weeks in an effort 
to persuade foreign governments to 
continue their exhibits. Harvey D. 
Gibson, chairman of the board and 
a New York banker, has been di- 
recting operations since Mr. Whalen 
left, and reports have been current 
that he will be in charge next 
season. 


SAN FRANCISCO FAIR 
ATTENDANCE OFF 50% 


San Francisco, Oct. 


earlier than the original date, and 
considerable doubt exists as 
charge profess complete satisfaction 
with results. They also report that 
exhibitors reaped a harvest from 
their participation, and in many 
have the testimonials to 
prove it. 

While attendance barely exceeded 


10,000,000, about one-half of pre- 
fair estimates, the big show will 
close in a veritable avalanche of 


| superlatives from the management. 


Golden Gate 
loveliest 


It describes the 
position “the 


Ex- 


as outdoor 


to | 
| whether it will reopen, officials in | 


illuminated spectacle ever  con- 
structed,”* as well as “the largest 
and most successful promotion in 
the history of advertising.” 


Hope to Resume 


The official appraisal refers in 
glowing terms to “the tremendous 
response of gold bearing tourists,” 
and says that the nuggets left in 
the tills of the bay area have stimu- 
lated business on the entire West 
Coast. While the venture lost 
money, the shortage is described as 
a “technical deficit,’ and a strong 
and well organized movement to 
raise $1,650,000 to insure reopen- 
ing next year is said to be under 
way. 

Sally Rand, unclothed darling of 
exposition gay-ways, wrote a post- 
script to the fair by filing a peti- 
tion in bankruptcy when the outgo 
from her Nude Ranch exceeded re- 
ceipts by a large sum. 


Report Exhibitors Satisfied 


In spite of all of this, exhibitors 
are reported as generally satisfied 
with the results. J. P. Price, man- 
ager of General Electric Company’s 
exhibit, estimated that it attracted 
no less than 40 per cent of the total 
exposition gate, with the House of 
Magic, which kept an exact record, 
getting 10.6 per cent of the total 
| attendance. 

Aetna Life Insurance Company 
garnered from 25 to 40 per cent of 
the visitors with its Laboratory for 
Living, according to F. W. Bright, 
manager. Bethlehem Steel said that 
while it has no way of estimating 
the direct value of its exhibit, it 
feels that results were satisfactory. 
Hills Brothers Company, which 
ran a 40-minute show, said that the 
length of this feature militated 
against high attendance, but that a 
large amount of good will was 
created. 


How Exhibitors Fared 


Ford Motor Company claimed 
that its exhibit lured 34.4 per cent 
|of the total attendance at the ex- 
position, while the Crane Company 
placed a value of 40 to 50 per cent 
|on its Homes and Gardens exhibit. 
Du Pont won 22 per cent of the 
gate, and said that its showing suc- 
ceeded in building a wider ap- 
preciation of the contributions du 
Pont research is making to every 
day life. 

RCA Manufacturing Company's 
| television demonstration claims 
only 15.5 per cent of the total at- 
tendance, regarded as surprising 1 
view of public interest in the new 
art. 


| 
| 
| 
} 
| 


26. — While | 
| the Golden Gate International Ex- 
| position will close Oct. 29, six weeks 


GOOD PICTURES 


PLUS 


GOOD COPY 


A hard-to-beat combination 
which guarantees wide 
reader interest and con- 
crete results! Write today 
for a new fifty page cat- 
alogue of stock photos. 


LAMBERT STUDIOS 


7240 Ogontz Ave., Philadelphia. Pa: 
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There's an old observation, in the ver- 
nacular of vaudeville, that the bigger they 
are the harder they fall. It applies quite 
patly to the New York market. This is the 
biggest market in the world ... yet a lot 
easier to sell than many of you may think. 


Selling volume at a profit in New York City 
is merely a question of concentrating your 
advertising in the right place . . . the place, 
that is, where the easiest-to-sell customers 
Pee are. And that place, as our Market Research 
Department's studies show, isin areas where 
here h above-average-income families live. 

tth Although they form only 17% of New York 
PLET City’s total population, above-average- 
income families buy 25% ot the leading 
brands of toothpaste sold here; 32% of 
the bottled and canned beer; 34% of the 


i 
° 
sti uae 


neBBe ES 


canned corned beef hash. Above-average- 
income families are a volume market... the 
easiest-to-sell and the most profitable vol- 
ume market available for generally adver- 
tised products. 


And concentrating your advertising among 
these families is just as easy. The New York 
Times does it for you with an economy of 
cost and effort that pads the profits of vol- 
ume business here most pleasantly. Why not 
talk over your New York advertising prob- 
lem with us? 


The New Pork Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 


ADVERTISING OFFICES - BOSTON -« CHICAGO 
DETROIT - LOS ANGELES - SAN FRANCISCO 


; , “ae js RAF = t see ; ig e a ae Fert by ‘ ee a = eae | a n4 Pe ates See dee: . 
: : a gi i +. hes =: pers te! 3 5 OS eae eee : ‘¢20 oh ae 7) —s as 
—_ n Te : i ‘i 
. : me 
= paar 
— 
etl I a 
ao ae 
s ° 
\\\ | 
! . 7 
| : a ae 
(:\ a ae 
re. ae. 
| ae 
ot ea nas 
mays | 
Ps } s 7 
: ries? i 4 ; ~ 
Miu est iit 
ra 4 i ' i i! | 
Be eee me) i Binh | 
ee, 
Bit gies + e | 
Ae: cnet 
; j a igs x oa 
eae ee 
oer eee 
#- @ is j ? , a 
° * > i \} , 
im ret li ae 
fi a SAL j cee , 
a iI be pautencl. 
Be Ee ba ‘ ae 
: eo “ e ‘ i i 4 ; af 
: ies oe oa ‘ hid ot ’ ' ; = 7 ‘ ae. % t 
wm cs ae ae 
, bi Fes eet ; ae By 
i | = 2 q q a s 
. J a 
a: ar cg : 
pig cn el. 
. +9 z "5 
ms. ) partes 
en Spars ee es ® 
: eg ade. i i 
: Sek Se eee ca 
’ is Brite , vm : 7 aren 
) a or at ‘ed we4 ae * se 
. a \ Sees. ¥ ee: 
eee es, vice ‘i i 
* ak pe 
‘ : ee’ — : pe | 
oe el aid. ~~ 
ae. «¢ Seo & i a Pr , 
a i > ae i ea guanune® - ~ 
Be. 4a TTTiLe A 1?) ee 
es ' gaagee® =the, - — 
: a aes 3 a . 7 
' coe ‘ guee at . i je 
: : " ; pu geet * > a i : wee 
ie af 8 3 =~ 2a : hs a 
A a a ' aun® é B  , be 
—* a 2: gaa? . - — 
“we ' gee gst of a 
+, P . Po g®# ge? ; ies 
pee : oP as 
‘“ . ve B se y* 4 ’ , 
: «se 4 - ™ ; 
: at ‘ 3 tte f # ; 
j a oe oe ; ’ .* . | a 4 4 s , 3 é 
A er ~e ” j ise ~s ¥ ; ‘ a 
y Troe. —~ - gee? ; y" 3 ; P ~~ sy: oy -_ 
, : J _. * fi ’ r 3 *: gee A 
or os eo + ria if = a i! ‘ae oa , é , By — 
' ae 6 eS a — yw! “ '- oe, a *, ‘ ‘ PT * 
: i y 4 a “4 FY - 4 
me O28 sf: a! ie Fiat a 
a oe ef ‘ ar a Js. i 5 
& ‘mee J 33 rT se . i ? Le . . 3 ‘ oe ii a pi acuill 4 
5 ae A J ue . . Pu - 8 ‘ ee - 4 £3 a al a ‘ : 
a 1 oe 4.» rar. 
" os , a 4 ¢ ‘ a : i A P: =e Lah . 
” = a ' ee a = Pe ae 
; fi J t BO « ‘ 9* : ‘ me : 
4 > ha AL sa ‘ i e, 
. a é le . 
c . 4 ‘ 5 “4 ° “a ial .. 
1" . 7 . a > oo 
: 78 r ’ fe P — . 
j a ee g j 5 a 
= ae : if a Rig sy - 4 als = a. -0 7s 
ae ie? 2 . ag ~ aaa , % * 
‘a baad ae is P rs ji 
. - ae ’ ' = ' Fe 
oat § / ee | 3 0} 
i , ue aan” ae’ Pi . aa 
& Oo ee al " ae 
a eal # “e : oe } : 
pe ? Ee Sng . ; 
: , ; 7 - ! 
7 ae i ase iad ae J . ; a — ie 
. ee | _ ohare 
; a ~ ~) 
J q are . y | ‘ 
ce Pd ; ' 
= ; 
o 
; . e = 
AS a 
p ‘ aT as 
r ik g' alee 
i it ee 
ae. 
a a ae : ’ ; 2 . lt pact & Le rt . a x # — = ee 2, 2 ie : abe ge 
is ere oe bs ; : ‘ “" - * P if 
- = a at ee & » : aa = , >. » 2 ee 


. EA ace 


ADVERTISING AGE October 30, 1939 


a 
—_ 


175A WOMANS 
in the Chicago Tribune 
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Chicago department stores and specialty shops 
during the first nine months of 1938 invested | 
in the Tribune 47 out of every dollar spent} e 

for women-appeal advertising in Chicago news- | 
papers. During the first nine months of this year | 


ee 


Tribune’s power as a women’s medium are Chicago drug stores and " , . 
the d d toilet goods departments of department stores. Duri the Trib rt t 51 e 
he tine mnt 11939, ey spent 59% the tl newpape they increased the Tribune's proportion to 91/._ 


appropriation in the Chicago Tribune. 


i. Open to your examination is a daily demonstration of | 
if 4] how to sell the women of Chicago. The method is clearly 
shown in the practice of Chicago’s great department stores and | am 
g specialty shops. These merchants depend chiefly upon women 
a shoppers for a million-dollar daily sales volume. And they depend 
. chiefly on the newspaper to keep the trafic flowing through Fy, 
' s o PK ee Vai Se . their stores. “a 
; Rok ere er : 4 a How do these retailers use Chicago newspapers? The answer nes 


— oe J — ~ , ‘ ‘ ; L 
COTTONS, SILKS AND VELVETS 63% chicago depart is in the figures. During the first nine months of this year Chicago 
ment stores have discovered that the Tribune brings better response 
to advertising of cotton goods, silks and velvets. That's why, during 


department stores and specialty shops invested in the Tribune § the 


the first nine months of 1939, they invested in the Tribune 63 cents out a . - . . won 
of every dollar spent for newspaper advertising of these women- tify one cents OW. of ites! j dollar spent ” all Chicago cated Pro] 
appeo! items. papers for women-appeal advertising. tion 
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= That’s an impressive record. And to merit that preference the Bio, 
y Tribune has to deliver volume sales—day in and day out. This § '* 
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| LINENS, CHINA, GLASSWARE 67% s. decisively hos Pad’ total Sunday circu- 
the Tribune shown its ability to get buying action from women that lation in excess of 
Chicago department stores, during the first nine months of 1939, in- 1,100,000 
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vested in this one newspaper 67%, of their newspaper advertising 


expenditure for linens, china and glassware. T H E Ww O R L D’ AY CG 
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» more by building your advertising program for the Chicago ter- 


_ among the lowest in the United States. 
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— 


WORLD 
every day! 


clear-cut lead of the Tribune in women-appeal advertising is no 
over-night phenomenon. It is the result of years of developing 
editorial content that gets intensive interest among women. As 
the Tribune broadened its audience of women, advertisers who 
sell to women increased their use of the Tribune. 

Reaching a majority of all the families in Chicago and sub- 
urbs every day of the week, the Tribune can place your message 
before Chicago’s largest and most responsive audience of buyers— 
practically as many families as are reached by any two other 
Chicago newspapers combined. When you use the Tribune you 
cover every neighborhood, penetrate every income group. 


Regardless of what you have to sell to women, you can sell 


ritory around the Tribune. Rates per 100,000 circulation are 


THE TREND TOWARD THE TRIBUNE CONTINUES 


How the Tribune has increased 


its women-appeal advertising 124% 


lead over the second Chicago 


new spaper: 

During the first nine months of 
1938, Chicago retailers awarded 
the Tribune 107% more of their 


women-appeal advertising ap- 


pr priations than they appor- 107% 


tioned to the second newspaper. 


During the first nine months of 


1939 the Tribune’s lead rose to 
407 
124%, 


Tribu 


GCREATEST NEWSPAPER 


kirst 9 Mo.1938 First 9Mo.\9 39 


Le eee a) 


WOMEN’S CLOTHING 64% the tribune gets such quick, 
volume response to wearing apparel advertising that Chicago de- 
partment stores and specialty shops allotted to the Tribune alone 


64% of their newspaper appropriation for women's wear adver- 
tising in the first nine months of 1939. 


~ 


WOMEN’S SHOES 60% Another example of the Tribune's 
ability to sell women is in the advertising of women's shoes. During 
the first nine months of 1939, Chicago department stores and specialty 
shops spent in the Tribune 60% of their newspaper budget for 
women’s shoe advertising. 
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HOSIERY, CORSETS, BRASSIERES 94% secause the 


Tribune is unrivaled in its ability to get buying action from women 
Chicago department stores, during the first nine months of 1939, in- 
vested in the Tribune 54% of their total appropriation for newspaper 
advertising of hosiery, corsets and brassieres. 
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Charge Theft | 
of $80,000 from 
State Copy Fund 


Lansing, Mich., Oct. 25.—Theft of | 
$80,000 in state advertising funds, 
representing about 50 per cent of 
the appropriation for publication of | 
delinquent tax lists for 1938 and} 
1939, was charged by Attorney | 
General Thomas Read in petition- | 


land W. Carr, of the Ingham County 
circuit court, granted the petition | 


and is personally directing the| 
probe. 

Attorney Read’s petition said the 
State Bar of Michigan laid the 


situation before him with a request} 
that grand jury proceedings be in-| 
stituted. 

The mechanics of the alleged 
fraud were as follows, at least in| 
some instances, according to the| 
petition: ; 

A state check would be made out 
to the newspaper publisher who had 
been awarded the contract for pub- 
lishing the delinquent tax lists for 
his county. The publisher’s en- 
dorsement was then forged, the 
check cashed, and an_ unofficial 
check for a smaller amount for- 


warded. 


Where building is booming, 


prosperous all-round market. The average 
U. S. increase in residential building during 
the past year was good—39"/,. But take a 
look inside the Golden Horseshoe, that rich 
market covered by WJR in Detroit and 


WGAR in Cleveland. An increase of over 


100°;! During the first 7 


above the 10,000 population mark alone, re- 


THE GREAT 


— 


Paris Garters to 


_Vanderbie & Rubens 


A. Stein & Co., Chicago, has ap- 
pointed Vanderbie & Rubens, Chi- 
cago, to handle advertising of all its 
products, effective Jan. 1, 1940. 
Newspapers, business papers and 
point-of-purchase displays will be 
used for Paris garters, suspenders 
and other accessories for men. 
Newspapers and magazines will be 
used for Hickory foundation gar- 
ments and women’s accessories. 

L. F. Muller, Jr., copy chief of 


been named vice-president. 


Katz Issues Study of 
Farm Paper Circulation 


Katz Agency, New York represen- 
tative, has issued its eleventh an- 
nual study of state and national 
farm paper circulations. 

Listed by states are the circula- 
tions of 34 general farm papers 
which are members of the ABC; 29 
state and sectional papers, and five 
national farm papers. 


“Construction” Restyled 


The October issue of Construction 
Methods and Equipment, New York, 
has appeared in a new format, with 
new body type and restyled head- 
lines. Three-column and two-col- 
umn makeup is used for editorial 
pages instead of four, to improve 
pictorial layout. 


Public Relations 
Responsibility 
of Agency: Persons 


| Says Education Can 


Nobody Wins 


| Del Monte, Cal., Oct. 26.—The 
/concept of what is or what is not 
\the function of any given business 
is constantly changing, C. E. Per- 
sons, vice-president of McCann- 
| Erickson, Inc., San Francisco, told 
the Pacific Council, American Asso- 
‘ciation of Advertising Agencies 
i|here today. Since most agencies 
'today consider themselves to be in 
'the merchandising and marketing 
| business, they must necessarily 
enter the field of public relations, 
| which has a direct bearing on the 
| former, he argued. 

Also on the program was 
| alysis of the war’s effect on adver- 
tising by Theodore Palmer, who is 
assistant advertising director of the 
|New York Times. If the agency is 


an an- 


Where THE HOUSES THAT JACK BUILT 


add up to JPY PNY H/) in 1939 


there too is a 


months, cities 


STATIONS 


. e le 
/ eo” * ; 


* 
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THE GOODWILL STATION 
STATIONS ... COLUMBIA BROADCASTING SYSTEM #® EDWARD PETRY & COMPANY, INC.. NATIONAL SALES REPRESENTATIVES 


, ¥ ~ 
5 H _¥ 

: >  —aee 

are... 


ported new homes aggregating $50,000,000. 
More than $100,000,000 will go into home 
building within our boundaries this year! 
Which also means extra millions are being 
spent for more tobacco and _ toothpaste, 
more cars and caviar, more of almost every- 
thing that’s sold. And selling becomes a 
simple task with these two great radio stations 


—WJR and WGAR to do your job! 


GREAT LAKES 


FRIENDLY STATION 


_ End Strikes Because’ 


ing for an investigation. Judge Le-| Vanderbie & Rubens, Chicago, has | 


attempting to do a public relations 
job, it cannot ignore the four major 
problems of business, which Mr. 
Persons listed in this order: 

1. Unemployment and taxation. 

2. Government interference and 
propaganda. 

3. Labor troubles and irresponsi- 
ble labor leadership. 

4. General uncertainty arising 
from all of these, which is a pro- 
found psychological factor affecting 
both producers and consumers. 

If the advertising agency can 


| solve the question of labor troubles 


lof all 
| weeks, and a large number in less 
| than one week. 
| to reason that you are going to get 


| alone, it will have done a vast serv- 


ice for its clients, Mr. Persons con- 
tinued. 


Waste of Strikes 


“In 1937,” he said, “strikes cost 
the nation 28,000,000 man-days of 
work, or around $150,000,000 in 
wages not received and not spent. 
This would have bought 150,000 
automobiles for workers to ride in, 
or a million new refrigerators for 
their kitchens, or 15 million small 
radio sets. Nobody got these wages 
or the things they would buy. 

“Yet we find that on the average, 
only one strike in three produces 
for the worker what the Bureau of 
Labor Statistics classes as ‘substan- 
tial gains.’ If all employes knew 
just what these chances were, they 


might look farther for a means of | 


settlement. 

“We might say that a strike is 
something that is resorted to only 
as an ultimate weapon after 
means of adjustment have failed. 


| That certainly should be the case 


but it is not. 


strikes 


About 60 per cent 
are settled in two 


It does not stand 
these quick settlements where all 


other means have been exhausted. 
“A tremendous number of these 


| disturbances can be averted. This 
| is not theory—it is fact. 


Organiza- 
tions such as the San Francisco 
Employers’ Council go _ through 
hundreds of successful negotiations 
each year-—negotiations mostly 
concluded without resort to strikes.” 


Building Good Will 


If the worst happens and a strike 


| is called, the good will built by the 


skillful agency can be the deciding 
factor because public opinion 
usually determines the outcome of 
such clashes, he said, but this good 
will can be created only by having 
every employe of every advertiser 


| realize that he is a public relations 
| representative in his own person. 


Mr. Persons believes that institu- 
tional advertising is already doing 
a valuable public relations job, but 
not one-tenth of what it is capable 
of doing. Statler Hotels in publica- 
tions, steel and lumber in movie 


| films, and Ford and Standard Oil 


on the radio—all are progressive 


| public relations works, he said. 


|he asked. 


In the long run, all of the trou- 
bles of the United States simmer 
down into a question of education, 
the agency executive asserted. 

“How shall this education come?” 
“Next to the public 


| school the advertising agency is the 


| mechanism to 
| this problem for its clients and to 


| average for “prophets” 


greatest 
tional 
better 


and most skilled educa- 
force in the world. It is 
equipped than any other 
study and analyze 


bring in the answer. 

“If the advertising agency will 
not do this job, someone else will. 
It is going to be done.” 

Emphasizing that the batting 
has fallen 

recent years, 
his analysis of 


considerably 
Mr. Palmer 


during 
based 


all | 


es 


TEST FOR JESTS 


SEST’ 
WICKLED 70 SE 
IN NEW YORK, 


@ “Jest got to town, folks! Aad you'll find me at your 
favorive drug store! JESTS is the name—and I'm ‘jest’ what 
you need when you've done s bit of unwise eating, dtinkiog 
or smoking. 

“1 not only bring quick relief from the temporary dis- 
comforts caused by too much stomach acid I also give 
longer relief! That's because 1 contain a special added 
ingredient—a new scientific discovery—which actually 
sponges up’ excess acid as it forms in the stomach. Io that 
way | guard you for bours againse the return of distress’ 

“You'll fiad me a real friend next time you eat, drink 
or smoke something that gives you acid indigestion, heart- 
burn, sour stomach or ‘gas’ pains. 

“I taste good —‘jest’ like a pleasant afterdinner mint. 
And I contaia no soda or other free alkalis co over-alka- 
lize your stomach. I'm non-<onstipating . . . c0n-habit- 
forming! There's nothing in me to harm you! 

“I'm put up in a handy little roll of 14 tablets which 
will set you back ‘jest’ 10c. Carry me with you always — 
‘jest’ in case! Aod at the first sige of discomfort from excess 
ganric acidity ... Lewgh it off with « JESTI” 


JESTS, INC , BROOKLYN, N. Y. 


Jests, Inc., New York, is using copy simi- 
lar to the above in newspaper test cam- 
paigns there and several other cities for 
its after-dinner mints, used for relief 
from stomach distress. Joseph Katz 
Company is the agency. 


the war’s effect on business and 
advertising on two major condi- 
tions: that the war will be a long 
one, and that there will be no em- 
bargo on exports of either war or 
other goods. 

There are several reasons, he 
said, why the probable effect of this 
war cannot be analyzed in the light 
of what happened after 1914. At 
that time, few business men ex- 
pected war; this country was 4a 
debtor nation, and business had 
been on the downgrade. With the 
possible exception of the first point, 
none of these conditions held true 
this fall. 

The New York Times expert cited 
a number of figures published re- 
cently in these columns to recall 
the rising linage curve which began 
some time after the world war had 
gotten under way. In addition to 
stimulating product advertising, he 
pointed out that the war had served 
to greatly expand the development 
of promotion copy. 

Referring to his own newspaper, 
he said, ‘“‘Newspapers themselves 
began to use the Times’ columns for 
advertising promotion copy, rising 
from approximately zero in 1914 to 
63,000 lines in 1916. This invest- 
ment would never have been made 
unless publishers were convinced 
that tremendous advertising gains 
lay ahead of them and that they 
were important enough to justify 
substantial promotion expendi- 
tures.” 
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70,000 builders a month 
PRACTICAL BUILDER 


INDUSTRIAL PUBLICATIONS, Inc. 
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Pg tis, To ADVERTISERS rotogravure offers 


re 


' a service like that which the form- 
ing press performs for automobile 
cae manufacturers. To use it is to elimi- 
nate waste, duplicated effort, excessive cost, and 


scamped jobs. 


Rotogravure sections are more efficient because they 
cover the areas in which they are published as only domi- 
nant newspapers can cover them. Thus, when you buy 
rotogravure in low cost groups, you get the most complete 
and merchandisable coverage available in printed adver- 


tising at a milline cost dollars cheaper than you'd pay in 


Tremendous Power 


made Flexible... 


+ vee Thats Rotogravure | 


@ Automobile builders know the economy which results from 
controlled power ... and through their use of such flexible machines 
as the modern forming press they are turning out far better car bodies 
than they built only a few years ago, at a fraction of the cost. 


any other medium... and you get that coverage without 
duplication—without thin spots. 

The results of doing the local advertising job on a 
national scale which rotogravure permits, are evident in 
the case studies given on the following page. For the 
experiences advertisers in your own field have had with 
rotogravure, write Kimberly-Clark. Because in addition to 
manufacturing Rotoplate, Kleerfect, and Hyfect—three of 
the most widely accepted rotogravure papers, Kimberly- 
Clark maintains a research department and a statistical 
bureau to serve publishers and advertisers. The Kimberly- 


Clark Corporation, 8 South Michigan Avenue, Chicago, Ill. 
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Apparel 
dvertiser 


@ Rotogravure has cracked some pretty tough sales prob- 
lems in the process of creating a demand for every type 
of commodity from pianos to pipes, but no harder test was 
ever given it than that to which manufacturers of women's 
wear have subjécted it. For to stand out in this intensely 
competitive field a medium must not only arouse the buying 
urge in consumers, but it must also arouse the selling urge 


among retailers and dealers. How well rotogravure has 
answered the double challenge is demonstrated in the 


following letters. 


RED CROSS SHOES 


“Three years ago the United States Shoe 
Corporation began advertising in rotogra- 
vure in one city. The results caused us to 
continue the campaign with large space run- 
ning every other week during the selling 
seasons in 15 different sections throughout 


the nation.” 


MAIDEN FORM 


“Through the use of rotogravure we have 
actually opened up territory. We use roto- 
gravure to lay the advertising and distribu- 
tion foundation, and rotogravure continues 


to be the backbone of our campaign.” 


FORMFIT 


“We use rotogravure because we are not 
only able to show the fine details of texture 
and fit which distinguish our models ard thus 
create consumer interest, but, also, through 
rotogravure we are able to influence the 


better class of dealers to a marked degree.” 


WALKOVER SHOES 


“We are in our fourteenth year of consecu- 
tive use of rotogravure. It is always interest- 
ing to note that the life of the ad is much 
longer than the black and white sections of 
the newspaper. Commonly we have these 
ads cut carefully from the paper and sent 


to us weeks after publication.” 


SHELBY SHOES 


“Our initial test of rotogravure advertising 
for Arch Preserver Shoes proved so successful 
that we are placing all spring advertising in 


rotogravure groups covering 41 major cities.” 


LE GANT 


“Our rotogravure campaign has developed 
from city to city until we are using rotogro- 
vure regularly in 41 cities. That rotogrovure 
advertising is closely followed by retailers 
is shown by the rapidity with which our 
copy theme has been adopted throughout 


the country.” 


NEW YORK 


122 East 42nd Street 


Aim berly ~Clark 


LOS ANGELES 
510 West Sixth Street 


Established 1872 * Neenah, Wisconsin * 67 Years of Service 


CHICAGO 


8 South Michigan Avenue 
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tural Casing 
Be Promoted — 
Sausage Makers 


eo Burnett Named as 
Aeat Campaign Fails 
o Appear 


1icago, Oct. 24.—While the meat | 
stry is no nearer an industry 
rtising campaign than when 
idea was first broached several 
ago, the sausage division may 
tise casings through Leo Bur- | 
Company, it was announced at | 
34th annual convention of the 
itute of American Meat Packers 
this week. | 
ne Institute is made up of 304 
t packers and 70 sausage manu- 
urers, the latter being somewhat 
med over the progress made by 
titutes for casings. Associate 
abers, including machinery and 
oly houses, number 73. The 
itute said that the Burnett 
icy will make a survey of the 
ation before any advertising is 
ed. 
he “turkey frankfurter” was also 
ussed at the convention, the idea 
ig to make turkey available in | 
ll portions to families now un- | 
»- to afford it. The proposed 
it campaign may never ma- 
alize because the recent im- 
vement in business conditions 
resulted in a definite increase 
‘consumption, the individual pro- 
ion of member companies spur- 
s this trend. 
. Henry Foster, president of 
n Morrell & Co., Ottumwa, Ia., 
chairman of the board of the 
titute, discussed consumption 
ids, while the advertising phase 
;s handled by G. F. Swift, vice- 
irman of Swift & Co., Chicago, 
| chairman of the committee on 
lic relations. 


Campaign That Failed 


Ir. Swift’s address was shrouded 
secrecy as the result of a mis- 
enture a year ago, when one of 
Institute members from the 
le open spaces of the great 
ithwest appeared on the scene 
h a full fledged plan for an 
ustry campaign. Assisted by 
ployes of a radio network, this 
er packer had made transcrip- 
is for a program intended to 
ture Fay Bainter and _ other 
mbers of the Hollywood con- 
lation. The Southwesterner was 
pared to spend at least $1,000,000 
a network program, but he 
ed to sell the Chicago members 
the idea. 
‘he Chicagoans account for a 
ge percentage of the industry 
inage, hence would have con- 
nuted heavily to the campaign. 
e Chicago meat packing industry 
not averse to an industry cam- 
gn, but it wants a voice in its 
*paration. 
M Foster brought the glad 
ings that production and con- 
tion of meat during the year 
nd Oct. 31, 1939, gained 500,- 
W000 pounds, or 5 per cent above 
> preceding year, and that gov- 
ment estimates indicate a fur- 
nerease in 1940. Use of meat 
ring the past year has been about 
er cent above the 1929-33 aver- 


Y 


New Gain Predicted 


Federally inspected production 

it in the year just closing, 
‘nting about two-thirds of 
tal, will approximate 11,390,- 
/ pounds,” said Mr. Foster. 
Institute estimates 1940 pro- 

at 12,200,000,000 pounds. 
in the two years, production 
its will have expanded more | 
billion pounds, or about 13 


it. 


rts of meat and meat prod-| 
nsisting chiefly of pork and 
lso increased in 1939, Mr. | 
reported. By Oct. 31, exports | 
‘ will approximate 120,000,- | 
inds, and of lard, 260,000,000, 
‘f 24 and 32 per cent, respec- 

However, exports of oork | 


= 


and lard are substantially smaller 
than a decade ago. 

Imports of pork, consisting chiefly 
of canned ham from Central Euro- 
pean countries, have virtually 
ceased since the outbreak of the 
war, though for the meat packing 
year as a whole, pork imports will 
total about 50,000,000 pounds. An 
increase of 22 per cent in domestic 
consumption of lard has been the 
outstanding feature of the year, Mr. 
Foster concluded. 


U. S. Food Snubbed 


J. S. McLean, president of Canada 
Packers, Ltd., Toronto, indicated 
that the United States will not be 
called on for large supplies of meat, 
or probably of other foods, for 
Britain. That country has turned 
to South America for most of its 
meat and has made contracts for 
huge supplies from that source at 
prices little higher than the pre- 
war level. Canada has enough 
wheat in storage to supply the 
Allies for more than a year, with 
Argentina and Australia ready to 
add their ripening crops. 

Canada also will be the chief 
source of supply for bacon. The 
United States will be called on only 
if additional bacon supplies from 
Scandinavian countries and Holland 
meet interference. With the pound 
declining from $4.68 to $4.02, Eng- 
land will make every effort to fill 


| her needs from countries other than 


the United States, Mr. McLean said. 
Wallace B. Donham, dean, 


THEY'RE REAL SKIS 


And this cheerful chap is all set to zip 
down the mountain side after completing 
his present promotional chore for Skigliss 


on ski-shop 
nation. 


for Dee-Bee 


land, Ore., maker of Skigliss, a product 
designed to 


Adolph L. 
Agency prepared the full color display 


Apply SKIGLISS 
bu 


t once c year! 


counters throughout the 


Bloch advertising 
Importing Company, Port- 


eliminate “tiresome — ski 


waxing.” 


Graduate School of Business Ad- 
ministration, 


addressed 


Harvard University, 
the meat packers at 


their closing session yesterday, 
taking a rather pessimistic view of 
the outlook in the United States 
unless equipment is 
and men trained for skilled labor. 

Dean Donham said that business 
men of this country seem to have| 
forsaken the principle on which 
they built their greatest success— 
the reduction of prices through 
modern machinery and able and 
willing man power. He said that 
a huge shortage of skilled labor 
exists at present, and will shortly 
be revealed by better business con- 
ditions and the accompanying de- 
mand for goods. 

He also expressed the conviction 
that the United States can never 
sell a large part of its production 
to South America, which, with 
much the same climate as North 
America, raises virtually the same | 
crops. 


Offers Layout Book 

Libby, McNeill & Libby is offer- 
ing grocers “100 Layouts for Gro- 
cery Ads,” a comprehensive book 
designed to help the grocer improve 
the quality of his local advertising. 
Sample layouts are shown for ad- 
vertising of all grocery products, as 
well as Libby’s. In addition, the 
book includes 1,000 suggested copy | 
phrases for Libby products. 


Hall to “Mademoiselle” 


George Hall, formerly with Har- 
per’s Bazaar, has joined the adver- 
tising staff of Mademoiselle, New| 
York. 


N ew Victor Agency 
i venwi Stresses Color 
in Opening Drive 


| pletely self-contained, the company 
| being, for 


| Tarcher, New York. 


Chicago, Oct. 26.—With appoint- 
ment of United States Advertising 
Corporation as its new agency, the 
Victor Mfg. & Gasket Company 
is releasing a business paper cam- 
paign which will be given high at- 
tention value with extensive use 
of color. Full pages will be used 
in 10 domestic and two export 
papers, all carrying color. 

Victor, described as the world's 


largest manufacturer of gaskets, 
will tell users of its products of 
some of the little known facts 
about its business. Among the 


revelations will be that it is com- 


instance, one of the 
world’s largest dealers in asbestos. 

The importance of the 75-cent 
gasket to the functioning of auto- 
mobiles and many other machines 
in which it is used will also be ex- 
plained in detail, the copy urging 
manufacturers to use Victor gaskets 
in original construction, and buyers 
to insist upon them in replacements. 


Lew Happ Named 


Lew Happ has resigned from 
Pedlar & Ryan, New York, to be- 
come advertising manager of Wm. 
Jameson & Co., New York. Mr. 
Happ was formerly with Brown & 
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Tea, Cheese and | 
Bread in Three-Way 
Promotional Deal 


Heavy Campaign to Be 
Launched Under Spon- 


tion, Quality Bakers of America and 
Ward Baking Company, makes 
possible the unique program, Mr. 
Wood said. Dr. James A. Tobey, 
director of nutrition of American 
Institute of Baking, will also aid by 
urging local bakers to tie in with 
the national drive. 

Kraft-Phenix, in return for the 
promotion of its cheese products in 
Tea Bureau copy, will distribute 
displays and broadsides to all its re- 
tail outlets. 
each concentrating in different sec- 


The four baking firms, | 


Gold Label Beer 
Formula Insured 
for $1,000,000 


_ Terre Haute Company 
Sets the Stage for Big 


i / 
R 1,00 


INSURANCE ENTERS PROMOTION PICTURE 
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THE BEER 
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sorship of Tea Bureau tions of the country, will take simi- Expansion ; = . 
lar action with their dealers. Fh 
New York, Oct. 25.—A three way The tea-bread tieup Is | Terre Haute, Ind., Oct. 24.—A R F L AV 9 K 
merchandising tieup involving tea, by copy which points out, “Re-| heavy newspaper and radio cam- | ; 
bread and cheese will form the | Search reveals that tea drinkers like | paign based on the assertion that | That's Its Value To Us!! 
spearhead of fall and winter pro- food with their tea. Tea and bread | the formula for Gold Label beer is p 
: eau. it was are ‘natural’ companion items at| ¢ ique : ralus at it has | Dp HERES PROO 
motion of the Tea Bureau, it was : mp so unique and valuable that it has | AN Fi 
revealed here this week by Benja- meal-time and in between. They) been insured for $1,000,000, is prov- | 


min Wood, managing director. 

The tieup will be extensively ad- 
vertised in magazines and newspa- 
pers, with the opening insertion con- 


give pep and energy all day long.” 

Copy in the campaign, prepared 
by William Esty & Co., has been 
scheduled through next April. Both 


‘ing so effective that the Terre 
| Haute Brewing Company is rapidly 
}extending distribution to many 
| Middle Western markets hitherto 


The Finst Taste Wilt Telt You Why | —"*U*Anct 


You folks who read this ad have consumed « lot 


of beer 


#0 we're not going to imply, like 


some folks do, that you don't know good beer 


| 
| \y when you taste it 


Youdeo!... We're counting 


sisting of a full page in color in the Color and black-and-white inser- | regarded as invulnerable. phil 1 ene scytbenaphiy im 4 
Nov. 5 issue of The American ons will be used. Half and full | The introductory copy featuring | peat nthe er haga al 
Weekly. The schedule also includes P@8es will be used in the magazines, | the $1,000,000 policy, said to have | ri WE KNOW IT’S GREAT. THAT'S 
57 Sunday newspaper comic sec- and smaller-sized cartoon copy in| been issued jointly by 15 compa- | \; WHY WE'VE INSURED THE FORMULA 


tions, Good Housekeeping, Life. The 
Saturday Evening Post and Woman’s 
Home Companion. 

The cooperation of Kraft-Phenix 
Cheese Corporation, and four bak- 
ing advertisers, General 3aking 
Company, Purity Bakeries Corpora- 


the newspaper comic sections. 


Buys Station WMTA 


Station WMTA, Charleston, S. C., 
has been purchased by the pub- 


lisher of News and Courier and| embracing replates of the first and | 


Charleston Evening Post. 


| nies, is appearing in space ranging 
from full pages in color in major 
|markets to 1,000 lines in less im- 
portant centers. As unique as this 
idea is the merchandising slant, 


FOR $1,000,000.00 LooK AT THE 


“Kc REPRODUCTION OF THE POLICY 


Every bottle of Gold Label Beer insures « million 
dolla: flevor for you—at no premium price! 


ENJOY THE 
MILLION 
DOLLAR 
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‘back pages of the newspapers FLAVOR 


| Terre Haute Brewing Company, Terre Haute, Ind., thinks the formula for its Gold 
| Label beer is worth a cool million smackers. The actual policy, shown in current 


copy, gives emphasis to the company's opinion and lends a unique touch to cur- 
rent advertising. 


! 
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| carrying the advertising, and being | 
| distributed to dealers by Western | 
| Union messengers just as the origi- | 


e |nal editions are finding their way 
QCA CAMECW _into homes and onto newsstands. 
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Harvard | Dean ; 
Raps Radio Shows) 
Offered Juveniles 


Boston, Oct. 24.—Stronger paren- ¥ 
tal censorship of radio programs de- 
signed for juvenile entertainment} 


- 


Protecting the Formula 


While enough of the Page 1 news 
is retained in the replate to give 
the newspaper the appearance of | 4. yrged here by Evan R. Collins, 
authenticity, the major portion of | assistant dean of the Harvard Grade 
the page is devoted to the story of | uate School of Education. in an a& 
Gold Label Beer and its $1,000,000 dress to the Massachusetts Parent- 
insurance policy, otherwise de- | Teacher Association. 
scribed as “The Beer with the Mil- | Mr. Collins said that some of the 
lion Dollar Taste.” The chief illus- | commercially sponsored juvenile 
tration shows the Gold Label for- | shows are “a terrible bugaboo.” 
mula being deposited in a bank Mever forget,” he emphasized, 
This preview was a real service by manufacturers and pub- | ep lcci peerless ingen | — — song san support tay 
stories and advertising emphasize | nica odes. 4 our iis cal in | 
that this huge sum protects the con- | As long as we do support this sort 


Fifteen days before the New York Auto Show the November 


issue of Popular Mechanics was on the newsstands and in sub- 


scribers’ hands with eleven pages of editorial on the 1940 models. 


Fourteen cars were displayed and forty-six photographs and 


drawings illustrated the new designs and features. 


lisher to over half a million men who own one or more cars 


and who are interested in the improved new models which they sumer against any change in the! ¢¢ thing let us see that we get our 
al ti tl r Fins : quality and flavor which have won | enews weeth,” : 
yuy at three times the national rate. | oneed ~ haan | « ler 
ii | Oe a a [ev The front page also ties up with|.Ctiticizing many bedtime show iil 
Phis automotive preview was typical of Popular Mechanics ee the ndcay, | aS “nightmare producers,” Mr. Cok Rm 
. the back, which carries the adver- lins urged parents to be just as care 
service to readers. For more than thirty years it has been first | tisement appearing elsewhere in the | ful in selecting their children’ 
regular edition. Cities being con- | radio entertai nt as they are i 
among general magazines to present the new in method and | quered in this fashion include Chat- | "20° Cnteriainment as they aré& 
‘ BH “ apazines pres , N etmod ant /4 S Faso ““-\ choosing the proper books and 
: " ‘ ‘ : | tanooga, Indianapolis, South Bend, | magazines 
product in many fields—transportation, farm machinery, home Fort Wayne, Kalamazoo and others | sw 


“You should listen, examine thes 
| programs carefully, and then do 
Rorscogge yt wets | something about it through mal 
pany will press its advantage with | sent to the sponsors,” he told ti 
ia continuation of the campaign group. 

through the entire winter. The | 
campaign is being placed by Stack- | 
Goble Advertising Company, Chi- | 


;}even more distant. 


appliances, manufacturing equipment, sports goods, The Geree Mele Meeker Conn 


Well over half a million alert, progressive men watch the 
pages of Popular Mechanics to 


keep posted on mechanical, technical, and scientific developments. 


both editorial and advertising 


It is this interested readership that makes Popular Mechanics a ; 
a productive advertising medium for any goods men buy or General Printing Ink 


. ‘ : , ; . a) “” tionship 
| have a hand in buying. It is a surplus readership—a bonus cir- Reprints Color “Test Close Rela sales 
ah iis - A ' . : General Printing Ink Corpora- | "y \ Your 
culation of almost one-third—that makes Popular Mechanics a tion, New York, is offering reprints | That elp 
of a “color-blind” test chart which | - id 
‘ “ared recently in The American | fire © Here 
ippearea rece d € t | The “ w h World a all 


low-cost advertising medium. 


, . | Weekly. ah 
Make sure Popular Mechanics is on your schedule now. The visual test involves reading the me 40 maine elatio™ 
: numbers which appear midst circles | “ 3 s the \ en hott 
7 of vari-colored dots. a sth its rea PF 
pes ——_—_——_ ship “ h problem ° 
» e on Out 
hn LST Shifts Whedon since 1865 Ne been i Ooty 
+ John Whedon, formerly vice- yao 8 s. t age - 
Pp OP U L A Cc YW A N I Cc ~ president in charge of the San = se * civic nc a 
Francisco office of Lord & Thomas, pongo oe yt 
e has been transfered to the agency's 0" ak om, tyncto™ 
: “ - . throws a itu- 
Chicago office. F. M. Cone, in Ww. an inst! - 
charge of copy production in the * atin of . ‘ 
San Francisco office, succeeds Mr. He g servic 
| Whedon as manager there. people 
ee 200 East Ontario St., Chicago, Ilinois New York «© Detroit Columbus ae 


Joins Alco-Gravure 
Fred Horton has joined the na- 


tional sales department of Alco- nat AY et 
Gravure, Division of Publication ore rmsbee 
% Corporation, New York. He has om 


been with R. L. Polk & Co. and The 
* | American Weekly. 
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Best Buys for Listeners 


Through a White King Soap Company spon- 
sored classified advertising page of the air, KLZ 
listeners each Saturday night are invited to offer 
for sale “Tonight’s Best Buys.” A battery of six 
special operators is required to tabulate the 
listings for this 15-minute show which has been 
renewed twice since the original contract. 


ees 


For Advertisers 


@ Just as listeners in the Denver-Rocky 
Mountain area are offered their choice of 
some fifty items for sale on KLZ’s weekly 
“Tonight’s Best Buy” program, so do adver- 
tisers in this market have their choice of sev- 
eral stations for product exploitation. 

But to the vast majority of sponsors, both 
local and national, KLZ remains everyday’s 
best buy. White King Soap Company has 
found the reason on more than one occasion. 

Checking up on March 15, 1939, White 
King saw KLZ in seventh place among fifty- 
six stations on its list in mail count. Again, on 
June 12, KLZ stood third among fifty stations 
in low inquiry cost. In both instances KLZ 
outstripped the other Denver major station, 
despite the fact it carried three announce- 
ments a week to the other station’s five. 

KLZ gets the listeners of the Denver- 
Rocky Mountain region through a careful 
attention to its local program structure plus 
a generous sprinkling of star-studded CBS 
network productions. KLZ, too, has a market 
that inspires merchandising drama... a mar- 
ket comprising 78% of the entire state of 
Colorado, made up of a listening audience 
that embraces 80% of the most thickly popu- 
lated area of the state. 
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World's Fairs 


With the books practically closed 
on the two 1939 world’s fairs, and 
with financial results less than sat- 
isfactory, it seems worth while to 
take a look at the fair idea in gen- 
eral from the standpoint of the ad- 
vertisers whose exhibits make these 
expositions possible. 

The New York fair will run again | 
in 1940, while San Francisco has 
decided not to repeat. Many of the 
exhibitors who were represented at 
the World of Tomorrow during the 
past year will show again in 1940, 
especially those who have consider- 
able investments in buildings. Un- 
doubtedly the fair corporation will 
be able to come much’ closer to 
breaking even as a result of con- 
tinuing its operations for another 
year. 

It seems clear, however, that two 
world’s fairs running at the same 
time divide interest and attendance 
to such an extent as to make it im- 
possible for either to be a great suc- 
cess. And since this means a re- 
duction in the number of people 
viewing the exhibits, results from 
the exhibitor’s standpoint are like- 
wise unsatisfactory. Hence it should 
be evident that it will be extremely 
poor policy in the future to have 
competition in the conduct of a 
world’s fair. 

Another question that might well 
be asked by those planning to op- 
erate international events of 


October 30, 1939 


this | 


10 Conts 0 Copy, $2 a Year 


in Retrospect 


ambitious character hereafter is | 
whether it is practicable to have 
fairs at such frequent intervals as 
in the recent past. After all, if the 
fairs are to be a stimulating record | 
of scientific and industrial progress, 
suggesting new avenues for future 
development and expansion, more 
than a few years should elapse be- 
tween one fair and the next. 

The world’s fair of 40 
ago served a great purpose. Be- 
fore the days of sound and color in 
moving pictures, before radio, be- 


| 
| 


fore motor cars and good roads 
made wide travel common-place, 
before the great circulations of 


‘newspapers and magazines, with 
picture, color and text illuminating 
and interpreting the events of the 
world, the fair was a tremendous 
educational force, which enriched 
all who came in contact with it. 
|,Today its opportunities are much 
more limited because of the wealth 
of information and inspiration 
available through other means. 
From the standpoint of advertis- 
|ing, exhibits at the fair are great 
|institutional promotions. Whether 
they should be developed on a scale 


|which eliminates or seriously re-| 


duces product advertising through 
| Standard media is a serious question 


| which should be passed on, with | 


reference to the future, in the light 
|of experience and careful measure- 
ment of fair exhibit values. 


Fashion and Hollywood 


War has forced Paris to abdicate 
as the center and source of style 
inspirations, especially in the field 
of women’s apparel. America will 
now have an apportunity to 
more of this 


take 
ver function, as it 


done to a 


has already large ex- 
tent. If the war lasts for several 
years, Paris may have lost per- 


manently its position as the premier 
source of fashion design and style 
authority. 

While New York has always been 
regarded as the greatest American 
center of fashion and style, from 
the standpoint both of creating and 
promoting new ideas, there are in- 
dications that this position may be 
challenged in the future by Holly- 
wood. The extent to which the 
movies influence public tastes, ideas 
and trends is not always appreci- 
ated, but those closest to the style 
picture know how 
and her mother observe 
costumes of the stars and at- 
tempt to follow them in their own 
dress. 


America 
the 


carefully Miss | 


Hollywood styles by including in- 
formation on this subject along with 
news of the pictures and players, 
and one leading fashion publisher 
has developed a magazine built 
around the leadership of Hollywood 
in the field of apparel. The new 
situation created by the war will 
|still further increase interest in 
| Hollywood as a fashion center, pro- 
viding an important source of in- 
| spiration to designers and manufac- 
turers. 

| The extent to which the women’s 
apparel industry will be influenced 
iby Hollywood remains to be seen. 
| A number of manufacturers are al- 
|ready located on the West Coast, 
) and others have sources of informa- 
| tion there just as they have had in 
|Paris and at Miami, Nassau and 
other important resorts. But the 
|spectacular rise of the Hollywood 
star in the fashion world seems to 
be nothing less than manifest des- 
,tiny. It is sure to play an impor- 
tant part in shaping the future de- 
sign, merchandising and advertising 


| 
years 


"This is positively my last offer, Mr. Spear. 
models and $800 for it." 


—Collier’s 


We'll give you one of our new 


Ad-libbing 


Oh, Joy 


We wish the editor would give 
us a littke more room, so we could 
reproduce this chart more clearly. 


HAPPINESS RATING 


aad 


ave Pact 


a ——<$<—$— 
——— 


As it is, you’ll probably have to take 
our word for what’s in it, or else 


get eye-strain from trying to fig- 
ure it out for yourself. At any 
rate, this series of lines is a “hap- 
piness rating,” taken from the book 
by Burgess and Cottrell, “Predicting 
Success or Failure in Marriage,” 
'and published by Prentice-Hall. 
| The chart shows just about what 
j}chance you have of being happily 
| married, depending, of all things, 
|'on your occupation. What inter- 
ested and amazed us is the fact that 
| 65 per cent of the advertising men 
| are perfectly happy about their 
| wedded ties, about 15 per cent feel 
just so-so about it, and less than 20 
per cent harbor a never-again-will- 
be-soon-enough reaction. Thus ad- 


men) rate considerably higher on 
the happiness chart than laborers, 
traveling salesmen, barbers, den- 
tists, printers and lawyers, and 
even slightly above their bosses, the 


“owners of large businesses.” Even | 
| 90, though, electrical engineers, high | 


school teachers, athletic coaches 
}and ministers have the edge on 
|them. And as for chemical engi- 
| neers, almost 85 per cent of them 
are happy as larks, and only about 
|S per cent wish they were wedded 
to their jobs instead of their wives. 


Heroic Measure Pays 

This is the story of a man who 
cut his own salary, and thereby 
| gained his point. Its authenticity is 
| vouched for by one of Ad-libbing’s 
| most able vouchers: 

A well known manufacturer em- 
| ployed an able advertising manager, 
| who had some definite ideas about 
| what his company should do. When 


| vertising men (and no doubt wo- | 


| was turned down and the rather 
| limited plan previously in effect was 
'approved for the following year. 
| After thinking the situation over, 
| the advertising director adopted a 
| meee method of protest. He cut 
his own salary 50 per cent. 

The news of this startling action 
| finally percolated to the head of the 
/company. He was astounded, and 


called the advertising executive to | 


| his office. 

“Why did you cut your salary in 
half?” he demanded. 

“When you hired me,” was the 
response, “it was because you 
thought I could do something worth 
while for your company. I took the 
job because I thought I had some 
ideas which would benefit you. 
However, since the plans which 
were developed were turned down, 
I am convinced that I can’t be of 
as much value as I expected, and 
I have therefore reduced my salary 
in accordance with my _ reduced 
ability to serve you.” 

The big chief then asked for fur- 
ther details of the program which 
had been offered, got figures on the 
cost of carrying out the more ambi- 
tious advertising plans which had 
been submitted and declined, and 
agreed to reopen the matter. The 
result was that the advertising plan 
was okayed, the advertising direc- 
tor’s prestige went up over 100 per 
cent, and so did his salary. 


Jottings 

Col. Stoopnagle honors us with 
five pages of nonsense with refer- 
ence to Col. Stoopnagle, apparently 
induced by the fact that he 
launched a new program for Men- 
inen’s Oct. 20. “Attached find a 
section of the Mutual network,” he 
says, and sure enough, right there 
is a piece of loosely woven net... 
| A little orchid to the Milwaukee 
| Advertising Club, whose magazine, 
| “The Torch,” seems to hit a higher 


| 
| 


|level of looks than most ad club 
sheets. . . 

| Corrinne Kearney of Revista 
|Rotaria is worried about Clark 


|Grave Vault Company’s entrance 
| into the dump truck body field. She 
feels that sooner or later some 
nonchalant proofreader is going to 
refer to the grave vault company 
jas makers of dump trucks for 
bodies. . . 


Information 


for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1557. Dog Food Survey. 


The Lexington Herald-Leader has 
issued this survey of dog foods, ob- 
tained through personal calls on 109 
chain and independent grocers in 
Lexington, Ky. The study tabu- 
lates distribution and sales rank and 
itemizes some highlights of the 
answers to questiennaires. 


No. 1552. 
ket. 


Bakers Weekly shows, in this in- 
teresting new brochure, how it 
covers the bakery front. News, fea- 
tures, services and testing laboratory 
set-up are described and illustrated, 
and coverage of the market is han- 
dled in detail. 


No. 1553. 1939 Annual Grocery 
Products Survey. 


Fifty-four classifications of gro- 
cery products are tabulated in this 
study, issued by The Sacramento 
Bee, which records distribution and 
sales position of these items in 50 
Sacramento groceries. 


No. 1528. KFH—That Selling Sta- 
tion for Kansas and Northern 
Oklahoma. 

Interestingly and profusely illus- 


trated, this new brochure issued by 
Radio Station KFH, Wichita, pro- 


Key to the Bakery Mar- 


ita trade territory—the station’s in- 
tensive coverage area. Details are 
given about the section’s diversified 
industries and the buying power 
they create, and also about the sta- 
tion’s programs and the people be- 
hind them. 


No. 1539. 
Grow. 


Its circulation growth, attributed 
to concentration in the school field, 
is the story told by Young America 
in this new booklet. The publica- 
tion’s blend of education and enter- 
tainment is described, with facts on 
how circulation is procured and 
where it is concentrated. 


No. 1548. 
1939. 


Retail distribution and rank of 
sale by brands are tabulated in this 
new survey issued by the Omaha 
World-Herald. The study covers 
toilet soap, laundry and packaged 
soaps, water softeners and cleaning 
powders. 


No. 1554. What Is Saturday Night? 

Newspaper, or magazine? is the 
question occasionally raised, accord- 
ing to this booklet issued by Satur- 
day Night, Toronto. The booklet 
doesn’t claim to classify the period- 
ical, but provides a lot of informa- 
tion about its editorial formula, 
advertising volume, coverage and 
readership. 


No. 1556. A Big Rich Market. 


The size of the market, number 
of Catholic institutions, buyins 
power, reader interest and adver 
tiser acceptance are summed up ? 
this brochure issued by the Cath- 
olic Quality Weeklies. These 4 
the Catholic Chronicle, Toledo, ané 
The Catholic Universe Bullet, 
Cleveland. 


Watch Young America 


General Soap Survey, 


No. 1532. How We Keep House. 
Reader-Editors of Woman’s Home 


“What do you think of the en- 
| closed?” inquires Hermon Cotter of 
| Detroit, who sends us the newest 
jidea in multiple mailing stunts. 
This time, instead of stuffing one 
envelope with a dozen assorted fly- 
ers, it’s a scheme to mail a sheet 
perforated into 12 business reply 
| cards, making it easy for the re- 
|cipient to send in orders and re- 


Some of the moving picture mag-| of the things which interest women he made his recommendation for | quest samples from a dozen differ- 


azines have capitalized interest in 


| most 


an advertising program, however, it 


jent houses all at once 


Companion, a cross-country 8toUP 
of readers of varying incomes 4° 
ages, who function in an advisor) 
‘capacity, supply the information °° 
‘housekeeping methods contained 
| Reader-Editor Report No. 25, issue° 
‘by the Companion. What they 
/to clean silver, lamps, pewter, ood 
|dows, how often they do or hav® 
ldone the various cleaning jobs % 
‘the household, form some of 
/'many tabulations. 


vides a thorough study of the Wich- | 
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nay rr . * | we ry’ rav art- | ski d golden sunshine.” Nativ 

« s ‘Lib ins |war, the country’s travel depart- | skies and g ns € 

Opportunity Cited mtg ksi 1 Pasty eetine South African Copy ners, through its agency, Gotham | customs and places of interest fur- 
| © xeuone ass UVistrinulors | . -ertisi ish illustrative material. The cam- 
ce , & | Advertising Company, determined | nis : : ‘ ; 

. s 8 Base nog ag ee op Sth coment ons. | Sualaeil Tourist to 'to face the probability of curtailed | Palgn 1s appearing In a Es- 

n Advertising for is sews otment to tibtes:|"Keep It in Mind’ Dunes in & realistic manner and auire, Harpers Basaar and Nationa 

| _Owens-Ford Glass Company, To-| |adjust copy accordingly. Geographic. a ee So = 

ledo, for its promotion of safety (Picture on Page 31) | On the assumption that a trip to | the December Fortune will climax 

plate glass and informative service South Africa, under any circum- | the drive. 

oung 0 ee ers on new uses for glass. The award| New York, Oct. 25—-Among the | stances, is the result of long and} 

of honor was given to A. M. Hooker 


' - * by-products of the current war is|careful planning, copy is _ built | 
(Picture on Page 21) = 2 Ss ae eae — |the unique copy slant now being)|around that idea. “For future | Dutdoor ne 
Chicago, Oct. 25.—Although its glass” Forum Restaurant, Chicago. |¢™Ployed by South African Rail-| travel delight—South Africa,” is a) Address Young Men 
golden age has passed, the adver- | ways and Harbours, whose adver- bArng headline for advertisements | Albert A. Hayden, Foster & 
‘icing business still offers a rich ial nana tising in class magazines in this|which agency spokesmen expect to | Kleiser Company, and Bailey Mar- 
opi -tunity to newcomers who will | Account to Sedgwick country makes it clear that im-| create “a reservoir of travel inter- oe ngage A Adv por nace Ply ili 
supplement their job-hunting] pj ‘ ___| mediate business is not being so-| est,” which the advertiser can tap| @!SCUSS outdoor advertising al  < 
su} ne Top Poultry Farms, Tam- | jicited. /meeting of the Young Men’s Aa 


energy with some knowledge of the | worth, N. H., has appointed Edward | 
changing trends and new require-|L. Sedgwick Company, Chicago, to | : ; P ; 
ments of the profession. direct its advertising. Poultry and | commitments in September when | ditions again assure uninterrupted | 

This assertion was made today in| farm papers and direct mail will the Union of South Africa followed travel, visit South Africa, — All young men in the advertising 
“Advertising as an Occupation,” a| be used. Great Britain in a declaration of | hospitality is as famous as its blue! business are invited. 
monograph published by Science | = = . — snus —ee————————————————— ee « ee 
Research Associates. The mono- 
graph is one of a series on various 
occupations and is designed for high 
school and college students. Dis- 
tribution will be chiefly through the 
circulation list of Science Research 
Associates, although it will also be 
available in single copies. 

Author of the monograph is Ed-|@ 
win W. Davis, Vermont state direc- | # 
tor of educational research and 
guidance. Additional information 
is presented by the editorial staff 
of Science Research. 

In easily understood terms the 
study discusses the early history of 
advertising, its role in modern busi- 
ness and how its various branches 
function. It lists the many depart- 
ments comprising the modern ad- 
vertising agency, tells briefly what 
each is for and the basic require- 
ments essential in fulfilling the 
various jobs. 

One chapter attempts to answer 
the question, “Who are these adver- 
tising people?” It is pointed out 
that little research has been done 
along this line and that one of the 
best sources is the study conducted 
by the Advertising Federation of 
America in 1930. The nine-year 
lapse between this study and the 
present day is emphasized. Some 
reference is also made to the 1930 
census, which showed 49,000 pro- 
fessional advertising workers in the 
United States. 


Education Is Important 


The monograph presents a rather 
inviting prospect to the student in 
the figures it quotes for average or 
median salaries in various branches 
of advertising. As with the other 
figures, these date back to the 1930 
survey and admittedly vary from 
current salaries. 

At that time the average pro- 
fessional advertising man received 

median salary of $4,800. For 
women the figure was $2,800. The 
average for both was $6,200; for 
men, $6,600, and women, $3,300. 
According to the study, “A modest 
survey made in 1933-34 showed 
that the average salary had dropped | 
to $3,500, but since that time sala- 
ries have undoubtedly risen. In the 
| more normal year of 1928, 500 men 


cut of the 1,100 advertising persons Co V er the W at er ho l es 
in Detroit received an average of 


$6,800 and a median of $5,600 per 


at a more opportune time. p ; Wrigley bla 
Caught with uncancellable space| Copy reads: “When normal con- | on re ee ee yA a3 


. m., Nov. 3. 


veal It has been estimated that / ; bs ; 
t B® in 1937 and 1938 advertising sala- If you wanted to shoot wild game in Africa, you would cover the water holes. 
a + ae an ee ar wee | If you wanted to shoot all the wild game in Africa, you would cover all the 
Receeietin te Bibe | water holes, for sooner or later every animal must visit a water hole to drink. 
, . ; ; _ | Criterion Displays are not signs. They form _ 
= Beige gw oe 2 mance Aied OO consumer advertising medium. A sign iden- There are water holes in marketing. If you want to reach the American 
ures by type of job. In the $2,000| ‘éfies. Criterion Displays sell. market, you will cover the naborhood retail shopping centers, where sooner 
r lo § i , . . ; « ; < : . . . . 
a phn ‘en pe prem = A sign’s circulation is haphazard. Criterion or later goes every person who buys at retail. Men, women, children travel 
. assistant and assistant production | circulation is scientifically planned, accurately about on foot. Here are bought the food, the drinks, the cigarettes, the 
, Manager. In the next group above, | audited. - ; ae : : on ~ 7 ee 
- Bf 83.000 to $4,000, are copywriters, | | candy, the chewing gum, the drugs, the things used and used up daily in 
; ri men and space salesmen.) A sign is a dealer help. Criterion Displays are the home. Over 85% of all the retail buying in America is done at the 
Among the higher brackets are! a consamer medium that does not depend upon P a , . : . . 
+ @ eccount executives, art directors,| she dealer. naborhood retail shopping centers. Criterion Service posts large, colorful 
sr = representatives and _ posters right in these centers where everyone goes to buy and where those 
“nd advertising managers, wh0| 4 sign stays until it fades out. Criterion Dis- ae ale : p — oes j co bi 
averaged between $6,000 and $7,000. | diay. cun be changed with fresh copy monthly. who see your advertising have both the mood and opportunity to act. 
e Abe $7,000 were agency heads,|” ae : a 
fb chiefs and “business execu- | 4 sien is limited to sign technique. With Cri- Criterion Displays cost 10¢ per display per day and according to the Criterion 
J ‘The 1930 survey,” says the| ‘r#e" Displays you con employ every visual lraffic Audit, conducted by Daniel Starch, they cost 334¢ per thousand effec- 
fi ™onograph, “indicated that adver-| "eas fo induce action: color, art work, pho- tive circulation. In no other medium can advertising impressions be bought 
Z ‘sing definitely rewards long years tography, long copy, “reason why.” You have so ch : Cov he naborh ail we hol d — A : 
»d “ service. The figures indicated | bie space to work in: 4 feet by 8 feet. sO Cc eaply ° over the naborhood retail water holes an you cover America. 


hie 


the typical advertising man 


“Ud expect to earn over $3,500 a New York Chicago Boston 
v7 ‘after five years; over $10,000 420 Lexington Ave. 612 N. Michigan Ave. 216 Tremont St. 
o ‘er ten years, and even greater 


MOhawk 4-7343 Superior 5757 Hubbard 1057 
its after longer service. These 


ws were based on medians, not Selective poster advertising in naborhood shopping centers 
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Competitive Copy 
to Benefit Annual 
Walnut Campaign 


(Picture on Page 31) 


Los Angeles, Oct. 25.—Competi- 
tive campaigns being sponsored by 
other nut growers are expected to 
aid, rather than detract from the 
success of the increased advertising 
campaign announced today by the 
California Walnut Growers Associa- 
tion. 

This was the comment made by C. 
F. Meals, advertising manager for 
the association, in outlining the new 
drive which will make use of full 
color copy. 

Mr. Meals recalled that Diamond 
walnuts, the association’s brand, 
were for many years the only brand 


to gain the backing of national | 


copy. A Brazil nut campaign was 


started a few years ago, however, | 


and this year the Texas Pecan in- 
dustry will launch a $200,000 drive. 


¥ 
: 
¥ 


706.619 men, women, and children 


jammed through the turnstiles to 
set anew attendance record at the 
1939 Minnesota State Fair. And for 


these folks — representa 


big 8th Retail Market — KSTP was 
Exhibit A.’ They witnessed spe- 
cial programs produced on the Fair 
Grounds ... heard and saw radio 
by visiting their favorite station. 
Throughout the year, their favorite 
station visits them. And this year, 


+% 


Walnuts are firmly entrenched as 
| favorites, Mr. Meals said, and thus 


can be expected to gain from the) 


new campaigns which will increase 
public demand for all types of nuts. 

Color copy in national magazines 
will emphasize the use of walnuts 
'in simple recipes for tasty dishes. 
Three of the recipes will appear in 


each of the insertions along with an | 
attractive picture of a dish of Dia-| 


mond walnuts. A coupon offer is 


also made of a “Menu Magic Nut-| 


shell” recipe booklet. 
The magazine schedule, with copy 


starting this month, includes Amer- | 


ican Home, The American Weekly, 
Better Homes and Gardens, 


nal, McCall’s, True Story and Wom-| 


an’s Home Companion. This sched- 
ule will run through February. 


Business paper copy is also to be) 


used and 24-sheet posters will ap- 
pear in 40 metropolitan markets. 


The largest part of this year’s in-| 


creased appropriation will be de- 
voted to dealer helps, a_ service 
which Mr. Meals said has_ been 


EXHIBIT 


tives of the 
winter, spring or 


mation about your 


ASTP 50.000 Watts 


Edward Petry & Com 


pany - 


Good | 
Housekeeping, Ladies’ Home Jour- | 


for the first time at any state fair, 
KSTP brought them actual tele- 
vision demonstrations of races, 4-H 
displays, grandstand spectacles, live 
stock exhibits, personalities. Fall, 


Northwest turns first to KSTP—for 
news, for entertainment, for infor- 


this great market through its favor- 


ite medium... KSTP, key station 
of the Minnesota Radio Network. 


National Representatives 


growing ever since its inception 
three years ago. 
McCann-Erickson, San Francisco, 


is the agency. 


KANS Increases Power 


Station KANS, Wichita, has been 
granted permission by the Federal 


Billingsley to Open 
Outdoor Art Exhibit 


Allen L. Billingsley, president of 
| Fuller & Smith & Ross, Cleveland, 
will be the speaker at the opening 
| of the annual outdoor advertising 
|exhibit in Chicago Nov. 2. The 
| Wedgwood room of Marshall Field 


New Strategy to a 
Heighten Interest in 


s a 
Communications Commission to in- | & Co. will be the scene of the open- | Peak Pontiac Drive 


crease its power to 250 watts. It 
was formerly a 100 watt station, 
/and is an affiliate of both Red and 
Blue networks of National Broad- 
| casting Company. 


Maine Renames Ayer 


The Maine Development Commis- 
sion has re-appointed N. W. Ayer 
& Son, Philadelphia, to handle rec- 
| reational advertising for the State 
of Maine in 1940 and 1941. Ayer 
has handled this account for the 
| past five years. 


“Recorder” to Bromberg 

M. D. Bromberg & Associates, 
'New York, has been appointed 
American representative of The Re- 
corder, weekly published in Ham- 
| ilton, Bermuda. 


5 


= 


l A "4 a7 | 
as 


summer — the 


product. Reach 


NBC 


ing meeting. 
The exhibit will run from Nov. 
| 2 to 5. 


Plans Series for Wisk 


| Sales Affiliates, Inc., New York, 
will run a series of advertisements 


from Nov. 5 through Dec. 17. Plans 


Advertising Agency, New York, for 
| promotion of the depilatory in 1940. 


Shubs to Feigenbaum 

Harry Feigenbaum Advertising 
Agency, Philadelphia, has been ap- 
pointed to direct the advertising of 
Shubs Tobacco Company, Phila- 
|delphia. Newspapers and point-of- 
sale material will be used. Meyer 
A. Cohen is account executive. 


be 


BASIC RED NETWORK 


for Wisk in the American Weekly | 


are now being made through Grey | 


| 
| 


Media List Expanded 
by Addition of Farm 
Publications 


(Picture on Page 31) 


Detroit, Oct. 26.—With Pontiac 
/sales during the past year up 63 
| per cent against 45 per cent for the 
| industry as a whole, this division 
|of General Motors Corporation js 
| setting a fast pace for 1940 with 
the largest introductory campaign 
/expenditure in its history, repre- 
senting a gain over last year's 
expenditure of some 22 per cent. 

Pontiac’s 1940 campaign, as out- 
lined today, is marked not only by 
increased size but also represents 
four new approaches in strategy 
designed to meet improved eco- 
nomic conditions and to take full- 
est opportunity of the 1940 line 
which comprises four series of cars, 
ranging from the Special six, priced 
right next to the mass market lead- 
ers, up to the new Torpedo eight 


which represents Pontiac's first 
entry into the fine-car field. 
The new model campaign was 


| inaugurated with a poster featuring 


Pontiac’s Petty poster caused more 
dealer and public comment than 
any other single advertising effort 

First important departure from 
previous practice is a _ continu- 
ous newspaper advertising sched- 
ule from announcement § straight 
through until just before Christ- 
mas. Formerly, Pontiac curtailed 
newspaper advertising after the 
new cars were launched and did 
not pick it up until late the fol- 
lowing January. But widespread 
optimism at the start of the new 
model year induced the company t 
maintain continuous support fo! 
dealers. The newspaper schedule 
will account for about 60 per cent 
of the appropriation and will entail 
the use of 2,000 newspapers in 
| 1,500 cities. Newspapers are carry- 
_ing the bulk of the campaign be- 
| cause of the opportunity they afford 
| to tie in the local dealer and als 
| because of their extreme flexibility 


Photo Series Planned 


| Second departure from custom is 

a full-color Kodachrome _photo- 
graphic series especially designe 
for the Torpedo eight and appear- 
|ing in a_ selected list of class 
| publications. Semi-testimonial 
nature, the campaign will present 
nationally known owners. 

Third important change from 
past practice is designed to take 
advantage of the steadily increasing 
buying power of the farmer. Ac- 
cording to economic experts, tht 
American farm income will increas 
at least one billion dollars in 1940 
For this reason, for the first time 
under the present managemen! 
Pontiac will use a consistent sched- 
ule in leading farm publications 

Fourth and last departure in th 
1940 schedule will be considerab) 
more direct mail, in a continuous 
variety of mailing throughout the 
Several special direct ma! 
campaigns used last year were § 
successful that this campaign 
| being enlarged upon for 1940. Mail 
lings will be developed at regula! 
intervals to make use of 
| cpportunities and to meet 
| conditions as they arise. 
| start, Pontiac has three 
pieces, done individually in 
herve gravure and rotogravure, 
addition to a selection of colore? 
| postcards 

The general magazine schedule * 
increased considerably, using mo 
| magazines, both in the weekly 4% 
monthly field, than ever before 
considerable number of the adve™ 


year. 


specie 

specis 
For 
varie 


#1)! 
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tisements are in full color. In ade 
tion, a special campaign devote¢ 
the station wagon will appear ” 


list of class publications not cart” 


the full-color Torpedo ¢#™ 


ing 


paign 


the famous Petty girl. Last spring, | 
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Dairy Leaders Set 
for Action on 


Up for Consideration 
Next Month | 


Chicago, Oct. 25.—Dairy industry | 
representatives of 25 states will! 
meet here next month to take defi- | 
nite action upon the long-discussed | 
national advertising drive for dairy | 
products, it was learned here today. | 

O. M. Richards, director of pro- | 
motion of the National Dairy Coun- 
cil, made this announcement in 
issuing a report of the sales in- 
creases scored by the industry in 
its 1939 Dairy Month promotion, 
held in June. 

Exact date for the November 
meeting will be disclosed shortly, 
he added, explaining that it will fol- 
low conferences held by several 
state groups. Five of these states 
have already committed themselves 
to pledges for a national campaign 
fund. They are Minnesota, Wiscon- 
sin, Iowa, Washington and Califor- 
nia. Similar action is in progress in 
Michigan, Oregon, Ohio and Ken- 
tucky. 

In most instances, Mr. Richards 
said, dairy producers have agreed to | 
contribute a prorata sum and to| 
seek a legislative appropriation as| 
well. The projected national drive | 
will be financed by dairy producers | 
x of 25 states. | 

Tentatively mentioned as the 
necessary sum for a national cam-| 
paign is $3,500,000. This money | 

would be spent through two main| 
channels; one portion of it being) 
used for strictly educational activity | 
similar to that now sponsored by | 
» the Council, and the balance being | 
i spent in paid advertising in several | 
media. An agency will be appointed | 
for this latter task. 

Much of the inspiration for the | 
national advertising drive has come | 
as a result of the success of Dairy 
Month, according to the Council’s 
» report on this promotion. 
| Milton Hult, president of the 

Council and chairman of the com-| 

mittee In charge of the Dairy Month, 

commented upon this trend in the 
m= report: 
F “The most significant aspect of the 
# successful drive is the expansion in 

the thinking and intensifying of the 
action of the key leaders of the in- 
dustry for a long-range dairy prod- 
ucts promotion movement. 


Emphasize Long-Range Action 


pile a 


ifm. 


eae 


: “Though a short- burst promo- 
“on, far-sighted dairy leaders 
recognized in the Dairy Month cam- 
p Paign a trial balloon to a year- 
und undertaking to step up the 
consumption of butter, milk, ice 
cream and cheese. The industry has 
ed the achievements possible 
producers, college extension 
es, retail marketing agencies 
listributors band together in 
‘igning constructively to stim- 
e sale of dairy products.” 
ty Month brought increases in 
i-wide sales ranging from 10 
per cent over results of a simi- 
‘rive in 1938. A cross-section 
‘ry based on reports from 33 
markets showed the following 
* sales increases during the 
milk, 11 per cent; butter 6 
, Ice cream, 12 per cent, and 
ll per cent. 


ryt 


Chicago Ad Managers to 
Hear Contest Expert 


n G Brooks, general manager 
( ommercial Extension Insti- 
Olumbus, will address the 
sing Managers Club of Chi- 
- >’ Ov. 7 on “It Pays to Have 
en Play.” 
tinner meeting will be held 
electric Club. 


Dolph Joins Y&R 


Dolph, formerly assistant to 

W. Thornburgh, Pacific 

id of Columbia Broadcast- 

> System, has joined Young & 
n, New York. 


: i 
Te F 


Equitable Names Doremus 


Purchase “Papeleria” Gasoline Ordinance in 
Guildhall Publications, Inc., has| Effect 30 Days Earlier 


been organized and has purchased The city council of Oklahoma 
Papeleria, export trade publication | City has attached an emergency 
established in 1932. The new com-| clause to an ordinance regulating 


| 


pany, with offices at 280 Madison | advertising of retail gasoline, plac- | 


avenue, New York, is headed by| ing the ordinance in effect Oct. 21, 


s . Samuel G. Krivit, who continues his | 30 days earlier than scheduled. The 
Nationa ampaign | connection with the New York| ordinance requires that all adver- 
| 


Budget of $3,500,000 


agency that bears his name, and_|tising of retail gasoline state the 
| George Miller and John S. Samel-| price and brand name. 


| son, who have been associated with iiieeanceaemaals 

| the publication for several years. 

oo . Gerstenkorn to Don Lee 
Henry Gerstenkorn has been ap- 


/pointed merchandising director of 

Equitable Office Building Cor-| Mutual Don Lee Broadcasting Sys- 
poration, New York, has named) tem, Los Angeles. He will make 
Doremus & Co., New York, to con-| his headquarters at KHJ. He was 
duct an advertising campaign in| formerly with Roma Wine Company 
New York newspapers featuring the | and previously with Paul Block & 
advantages of the Equitable build-| Associates, and the Rodney E. 
ing as an office home. | Boone organization. 


An unusual region—The Salt Lake Market! In the heart 
of the wealth-producing west, it embraces the greatest 
combined mineral, agricultural and scenic resources of 
America. 


From the sales-planning angle. there are three outstanding 
features about it: 


1. The Salt Lake Market produces more than half a billion 
dollars new wealth annually, from four major industries 
. mining (Salt Lake Valley is the world’s largest non- 
ferrous smelting center), manufacturing, agriculture- 
livestock, and tourist trade. In retail sales, this market 

is greater than Cincinnati or Kansas City, Mo. 


2. Because Salt Lake City, the market center, is virtually 
isolated from other large cities (538 miles from Denver. 


UNIFIED | 
“BIG CITY" 
MARKET 


National Representative: 
REYNOLDS- 


FITZGERALD, Inc. MORNING AND SUNDAY 


EE TE 


Drug Sales Increased 


Drug stores participating in the 
second annual Nationally Adver- 
tised Brands Week reported an in- 
crease of 14.4 per cent over normal 
sales, according to Drug Topics, 
which jointly sponsored the event 
with the National Association of 
Retail Druggists. Newspaper ad- 
vertisements totaled 1,864 insertions 
in 1,138 papers, and 14 national 
magazines and 358 radio stations 
aided. 


Issues Leaflet on 
‘Rag Content Paper 


The National Lithographer, New 
York, has issued a leaflet containing 
information on the market for rag 
content paper. The geographic 
location of the lithographic indus- 
try is also shown. 


Newman Names Wesley 
Newman Company, New York, 


The Salt Lake Tribune Salt Lake Telegram 


has appointed Wesley Associates, 
New York, to handle promotion of 
Nodkin, a patented sleeping gar- 
ment for infants. 


Davison Appointed 

Recently transferred from the 
| NBC New York office, Walter Davi- ° 
| son has been appointed assistant to Gresham Life to J-W-T 
Charles Brown, Western division Gresham Life Assurance Society, 
sales promotion manager of Na-/| Bombay, India, has appointed J. 
tional Broadcasting Company,| Walter Thompson Company, New 
Hollywood. York, to direct its account. 


IN POPULATION 


IN SPENDABLE INCOME 


Pocatello 


7 Rock Springs «4 
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870 from Portland, 779 from San Francisco, 748 from 
Los Angeles) retailers throughout Utah, 22 counties in 
Idaho, 4 counties in Wyoming and 4 in Nevada look to 
Salt Lake wholesale houses as their major source of 
supplies. 


3. This market is comparable, in population, to some of 


America’s largest cities—greater than Boston or Pitts- 
burgh. The four-state Salt Lake Market is dominantly 
served by one metropolitan newspaper medium, The 
Salt Lake Tribune-Telegram. The Tribune-Telegram 
more fully covers the 785.974 people of the Salt Lake 
Market than do newspapers in cities of 300,000 pop- 
ulation and more. 


It's a big market—a major market. The Salt Lake 
Tribune-Telegram is a logical “A” schedule medium. 


Color Representative: 


Member 
ASSOCIATED 
EVENING ONLY WEEKLY 
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ADVERTISING AGE October 30, 1939 


Promotion 


Review 


Spinning the dial apparently con- 
tinues as one of the major promo- 
tional amusements, as you have 
probably noted from perusing this 


cash buying power of farmers in 
that territory during the next six 
months. 
- - o 
WIBW of Topeka crashes through 


| with an extraordinarily handsome 
| brochure telling us that Kansas has 


declared war—‘‘but it’s a war that’s 
fought with plows—a war that’s 
always won.” The inside of the 
brochure, consisting of an 8-page 


—— 


NEW TOOTHBRUSH _ 


vertising Agency. He came to New | 


Harry Berk Leaves York to join Getchell in 1932 and 
Getchell to became a vice-president last year. 


Form Own Agency Univex Plans Largest 
New York, Oct. 25.—Harry a, Christmas Campaign 


Berk, for the past seven years with Universal _ Camera Corporation, 
J. Stirling Getchell, Inc., has re-| New York, is planning the largest 


: : . : Christmas campaign in the com- 
signed as vice-president to establish sans Sietery PTL complete Uni- 
his own agency. 


signature French-folded to make 
KPO, San Francisco, which gives | four printed pages, is in red, black 
the results of 12 audience tests with; and aluminum, with plenty of 
the aid of a die-cut dial mounted | aluminum, especially on the repro- | 
on a handsomely printed card| ductions of plows, to lend a decided 


column. Latest dial-spinner is 


opened at 420 
Lexington 
nue. 

Mr. Berk is a 


Offices have been| yex line will be featured in a spread 


in a national magazine and a single 


ave-| gravure page in a New York news- 
| paper. 


Quarter and half pages in other 


about 8x11. 
* * & 


It’s funny how that simple black | 


wnd white page designed to sell 
NBC stations to users of spot broad- 
casting gains so much added atten- 
tion value by being printed as the 
third page of a four-page folder, 
with the front page die cut to ex- 
pose the Dr. Seuss illustration. 
There’s no printing or decoration 
anywhere in the folder except the 
single page in one color. 
* » ~ 


Does anyone know what to do 
with a “hand” of tobacco? We've 
just received one, and so probably 
have you, from the Journal and 
Twin City Sentinel of Winston- 


punch to the piece. 
cover, in black and a sort of dusty 
rose, has a die-cut circle at the 
bottom through which a red and 
aluminum plow is visible. 
.e @ 

Cosmopolitan has issued its fifth 
annual football score board, which 
enables armchair grid fans to chart 


the progress of a game from radio 


reports. It is pointed out that 
“hundreds of thousands of football 
fans find an emotional escape in 
watching their heroes tear up the 
turf,” but that “millions more find 
theirs in reading Cosmopolitan.” 


Leaves Phillips-Jones 
Fred Isaacs has resigned as ad- 
vertising manager of Phillips-Jones 


The front | 


fan alifor.| national publications will also be 
ange ag eel used for the Mercury Speed candid 

Tae : model and the new Univex movie 
came a Nne€wspa~| camera. Austin & Spector Com- 
perman while! pany, New York, is the agency. 
still in his teens. 
He joined the San 
Francisco Exam- Cohen to Head Agency 


iner as a cub re- Murry E. Cohen, for 18 years 
porter in 1922,| advertising manager of Novocol 
and became as-| Chemical Mfg. Company, Brooklyn, 
istant city editor | Will become president of the At- 
ive fe later. lantic Advertising Company, New 


His first experience in the advertis- York, on Jan. 1, 1940. 
ing business was gained as San oe 


Francisco representative of Adver- Assigned to Eureka 


tisers, Inc., of Detroit. ‘ . ’ 
He became advertising manager| Clarke C. Wilmot, vice-president 
for the Chrysler distributor in San| Of Brooke, Smith & French, Detroit, 
has been named account executive 


Francisco, and in 1930 started Al-| ¢5; fureka Vacuum Cleaner Com- 
lied Advertisers, which was later) pany. 


| 
| 


Sweet os © seabroere, fresh os 
ol ovtdeorns . thet’s the wey 
your mouth con feel right after 
you brush your teeth with 
Sqvint Teoth Pow der 


ht stort «1 @ tingle OF your tngwe © coal, moty fragrurce 
that woo a Your seep tows sense os 2% ices ttoegh your 
month Then # ot cots in @ ruth teat sweet, chemm, young of 
new tenting... and For cbr yout breuth in shee: tetight afm. 
veils you sce im vou letting ylow, 


Harry A. Berk 


ws the tove aad whet & does te you the? mokes the reites cee) 
nm come And the «ay SQuite TOCtH Fownes cleom cad potthe, 
hor 6 jot te de with Hire So hos He orld ne erataey, agent nm th. 
inne dentifrice, smart Righty thee oxide, when it Cmen i Eortec: 
wt Mam, thed free at pretty teeth. 


Try Sousa TOO Powe 
fet tomorrow moreng and 
ser whet 0 thrilling difter- 
wree 6 inple tite Hing 


en He served on the Eureka prude meted <> SQUIBB 
Salem, N. C., as proof of the plus! Corporation, New York. merged with Leon Livingston Ad-/ account prior to 1930. wee; Tooth 
0 ES a Sa = wc ieee owder 


“Include the Classi 


“in that ist” 


Advertising Agencies with 


one or more 


in Classified Telephone Books 


The Aitkin-Kynett Co. 
Felton, Sibley & Co., Inc. 

N. W. Ayer & Son, Inc. 
Dixie-Vortex Co. 

National Cash Register Co. 

S. C. Baer Co., The 
Cincinnati Time Recorder Co. 

Batten, Barton, Durstine & 

Osborn, Inc. 

E. 1. du Pont de Nemours & Co., Inc. 
(Duco Refinishing) 
(Pre-Tested Paints) 

Pittsburgh Plate Glass Co. 

Beaumont & Hohman 
Greyhound Lines, Inc. 

Brooke, Smith, French & 

Dorrance, Inc. 

Timken Silent Automatic Div. 

The Timken Detroit Axle Co. 

D. P. Brother & Co., Inc. 
Oldsmobile Div. G.M.S. Corp. 
Gen. Motors Truck & Coach Div. 

of Yellow Truck & Coach Mig. Co. 

E. H. Brown Adv. Agency 
Zenith Radio Corp. 

Buchen Co., The 
Detex Watchclock Corp. 

Wood Conversion Co. 

Leo Burnett Co. 

A. B. Dick Co. 

Hoover Co. 

Calkins and Holden 
Jones & Laughlin Stee! Corp. 

Campbell-Ewald Co. 
Chevrolet Motor Div.G.M.S. Corp. 

Caples Co., The 
Interstate Transit Co. 

Cecil & Presbrey, Inc. 


International Business Machines 
Corp 


W. K. Cochrane Adv. Agcy. 
Hamilton Mig. Co. 
Cruttenden & Eger Adv. Agcy. 
Sanitary Scale Co. 
Evans Associates, Inc. 
Lyon Meta! Products, Inc. 
Signode Steel Strapping Co. 
Foulke Agency 
Nutting Truck Co. 
E. M. Freystadt Associates, Inc. 
Wickwire Spencer Stee! Co. 


clients listed 


Fuller & Smith & Ross, Inc. 
Westinghouse Elec. & Mig. Co. 


Geare-Marston, Inc. 
Alliance Insurance Co. of Philadelphia 
Electric Storage Battery Co., The 
Indemnity Insurance Co. of North 
America 
Insurance Co. of North America 
Philadelphia Fire & Marine Ins. Co. 
J. Stirling Getchell, Inc. 
De Soto Div. Chrysler Corp. 
Devoe & Raynolds Co., Inc. 
Plymouth Div. Chrysler Corp. 
Geyer, Cornell & Newell, Inc. 
Kelvinator Div. of Nash-Kelvinator 
Corp. 
Leonard Div. of Nash-Kelvinator Corp. 
Nash Motors Div. of Nash-Kelvinator 
Corp. 
Gottschaldt-Humphrey, Inc. 
Multistamp Co., Inc. 
Jerome B. Gray & Co. 
Allied Van Lines, Inc. 
J. R. Hamilton Adv. Agency 
National Chem. & Mig. Co. 
Webster Electric Co. 
Hutchins Advertising Co., Inc. 
Philco Radio & Television Corp. 
Keelor & Stites Co. 
Scallan Supply Co. 
Arthur Kudner, Inc. 
Buick Motor Div. G.M.S. Corp. 
Goodyear Tire & Rubber Co., Inc., The 
Lamport, Fox & Co. 
Johnson Motors Div. of Outboard 
Marine & Mig. Co. 
McCray Refrigerator Co. 
Lee Anderson Advertising Co. 
Chrysler Corp. 
Norge Div. Borg Warner Corp. 
Leeford Advertising Agency, Inc. 
Remington Rand Inc. 
Gerald Lesser 
David E. Kennedy, Inc. 
J. A. Lieber Advertising 
Overhead Door Corp. 
Lord & Thomas 


Delco-Frigidaire Cond. Div. G.M.S. 
Corp. (Air Cond.) 

Frigidaire Div. G.M.S. Corp. 

RCA Mig. Co., Inc. 

MacManus, John & Adams, Inc. 


Cadillac Mtr. Car Div. G.M.S. Corp. 
Pontiac Motor Div. G.M.S. Corp. 


AMERICAN TELEPHONE AND TELEGRAPH COMPANY, TRADE MARK 
SERVICE DIVISION, 195 BROADWAY, NEW YORK (EXchange 3-9800) 
OR 311 WEST WASHINGTON STREET, CHICAGO (OFFicial 9300). 


Now prospects can 
easily locate the 
dealers 


Squibb tooth powder 


Incognito Debut 
tor Squibb’s New 
Angle-Toothbrush 


New York, Oct. 25.—The pecv- 
liarly shaped toothbrush which is 
appearing in the current dentifrice 
advertisements of E. R. Squibb & 
Sons is the drug company’s own 
brand, known as the Squibb Angle- 
toothbrush. 

Why Squibb is not taking advan- 
tage of the valuable magazine space, 
in which the brush appears incog- 
nito, to promote the new item, was J 
explained to ADVERTISING AGE by 
O. S. Lovekin, assistant advertising 
manager for Squibb. At the mo- 
ment, he said, while the brush is 
still in its introductory stage, it is 
felt that mention of it would dis- 
tract attention from the dentifrice 
message. The regular appearance 
of the brush in Squibb layouts is 
expected to acquaint consumers 
with the unusual shape, so _ that 
when it is properly launched it wil 
not be entirely unknown to the 
public. 

The brush, which falls in the 50- 
cent price class, is featured by the 

position of the head at the end of 
Stewart, Hanford & Casler, Inc. a long metal shaft. The angle @ 
wey array Say ho, which it is placed is said to be the 

(Oil Burners & Stokers) | same as that of a dentist's light 
Howard Swink Adv. Agency, The thus facilitating brushing of the 

Yale & Towne Mig. Co. Central Mirs. Mutual Ins. Co. back of the teeth. 
Reincke-Ellis-Younggreen & Daniel H. Storey Advertising At present Squibb is confining 
Finn, Inc. Employers’ Mutual Liability Ins. Co. of its promotion of Angle-toothbrus! 

1 


Addressograph-Multigraph Corp. a to winning professional suppor 
Burlington Transportation Co. Miles H. Sucher, Advertising through contacting dentists ané 


Page Fence Association Ed ds Motor T tc . ; : 
Wright Mig. Div. Amer. Chain & ee ae placing copy in dental publication 


Maggart Advertising Agency 

Natl. Furniture Warehousemen's Assoc. 
T. J. Maloney Inc. 

Sherwin-Williams Co. 
Maxon, Incorporated 

General Electric Co. (Vac. Cleaners) 
Meldrum & Fewsmith, Inc. 

Davey-Tree Expert Co. 

Seiberling Rubber Co. 

Willard Storage Battery Co. 
The Newbold Company 
Incorporated 

Wayne Iron Works 
Newell-Emmett Co., Inc. 

L C Smith & Corona Typewriters Inc. 
Perry-Brown, Inc. 

Cambridge Tile Mfg. Co., The 
Chas. Dallas Reach Co. 

Carrier Corporation 


Redfield-Johnstone, Inc. 


Rogers & Smith Adv. Agency 
Rowe Mig. Co. 

Roeding & Arnold, Inc. 
Accurate Meta! Weather Strip Co. 
Economy Meta! Weather Strip Co. 

Irving J. Rosenbloom Adv. Agcy. 
Delta Mig. Co. 

Ruthrauff & Ryan, Inc. 


D. L. & W. Coal Co. 
Dodge Div. Chrysler Corp. 
B. F. Goodrich Co., The 


Scott-Telander 


Evinrude Motors Div. of Outboard 
Marine & Mfg. Co. 


Simmonds and Simmonds 
llg Electric Ventilating Co. 


Cable Co United States Advertising Corp. Squibb dentifrice advertising 
Roche, Williams & Cunnyngham, — ee ee handled by Geyer, Corne]l & Newel 
Inc. Addison Vars, Inc. . 


American Seating Co. 


Rogers, Gano and Gibbons Inc. 
Acme Visible Records, Inc. 


Hewitt Rubber Corp. 


Webber Adv. Agency 
Inter-State Motor Freight System 


Oklahoma Court Upholds 
Sales Tax Law 


The Oklahcma supreme cour 
|has upheld constitutionality of th 
| 1937 sales tax law and its applic 
| tion to the gross proceeds from out 
door advertising. 

George L. Knapp, head of Knap? 
Advertising Company, Okmulgee 
has been assessed an additioné 
| $1,801 and $245 in interest and pe™ 
alties for the period March 1-Aué 
31, 1938. He had reported only $39: 
as sales tax, claiming an exempt? 
on contracts with out-of-state res 
dents. 


Gebauer Names Belden 


Gebauer Chemica] Compa® 
Cleveland, has appointed Beldes 
Associates, Cleveland, to direct ™ 
advertising. John Yezbak is * 
count executive. Gebauer man® 
factures ethyl chloride and tan 
acid with chlorbutanol which ™ 
sold to the medical profession. 


4 Fs an : ’ : eae ee Oe c his ae P cae, ie yr : + PA Oe Ng ae > oe a a? “yk os ‘Ay f e X \ iG a ie 
a c 3 , ‘ ¢ + tex ts 
re = ee 
et : ee ——EEEEEEEEEEEEESES>EEEE===E—————= een er ncn eR en 
* Fikes —————————  —- YD 2010.0, rrrrLrvMVMWLML LS — SY 
ee \ 
3 3 | po | ; 
we re ‘ 
mee as I Ss V4 
a | outdoors... = 
7 . 
4 _ : Poriade ay 
| oa | ; / i 
hal \ ae Pe 
po . aa P a a: 
— 4 | ye 
Sti a ae. Po Aes | 
is E . — Rs Ba 
ioe Ce | ye 
ee Fe ss oe 
da } % . a 
E ; 4“ 
7 a i ie | 
, oe 
g eS | 
; ee 
: 
ore | 
. ~ 
a i : | aa sal , : 
= 
ser eee a 
ta ee © sttreeenty padbuwes © w , 5. eeeing 
esiche sch aaah ahi hed sect ivag OMhsrence 
eae. rg ' one mene Ca 
ee eas ee a re re ee ln a = eh as a 4 ” ‘ai 4 —Ia 
= | ra ’ i monte } .? a a = i cet a Set eal 
a : ie Mp a ec ae 
; ae : sn =. ¢ 
3 | | 7 ‘ — 3 ie 
"3 aie | : —— a p f “ sag 
ne ; Ae ae ao : - i 
ae ee Sj Bere th, + 8 a 
. aie ; a cae! t bs % Lae si 
F me : Die * ( Yh nas a = ‘ eer on , = ' 
ees ae — - ees Som | ous era ns a -m * i Rig ——- \ — ~ aie, 
id al ey ae pA ee : a ne rg - ~ 2 &, aad PS > Ce a a 4 a 
ae a me re - . =e. 
Tee | 
>) ee ; 
: SC 
 OCE rE | 
ee. 
4 a 
a 
Ta 
4 
p pe 
ety Og 
Wee: 
Lo P 
rer a 
; EE Ee a 
a Bs! 5 ~ . 
" : Mf ~ * R 
, ; y ~ y 
_ : ¥ a 5 ‘ 
. ee — o> nd) — 
-* — fee ~ & z Se Sie 
4 = - *On, ———— 
, oa an a dD ‘4 S oe 
" : ¥ - %, % 5 
7 i e 
oe CAPs: : . a 7 j = : Rin 
* ¥ - 
ey - 4 , —__—_——. 
ag a 
—_— ed.” 
*% Me, ie —_" 
" ts "e, 4 - j 
pitas, al =. @™. _— | 
i be >. ‘e, % 5 
” ag . Aig 
b ae “ 


GAIN the three Key-State Farm Papers lead the way! In November you will see 


the results of a major change in printing methods for the Ohio Farmer, the 
Pennsylvania Farmer and the Michigan Farmer ...a change that is bound in time to 


revolutionize the printing of all state farm papers! 


TO ADVERTISERS AND THEIR AGENCIES this change means new freedom in copy 


preparation ... It means definite savings in costs ... It opens up wonderful new 


possibilities for color ... and most of all, it means a flattering gain in printing quality. 


TO FARMERS it means a new vitality in their favorite medium of farm news... It 


means improved readability ... 1t means getting more of their farm news in pictures 


... It means an intensified increase in reader interest. 


It gives you a new key to a prosperous ... rich... fertile rural market. 
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OHIO FARMER 


CONSOLIDATED WITH OHIO STOCKMAN AND FARMER 


FIRST MAJOR CHANGE = 

IN PRINTING METHODS 
SINCE y= 

STATE FARM PAPERS 

BEGAN 


T. tell you the new process is ““Gravure’’ is not enough. 


Over all, this costly improvement means that these three Key-State 
Farm Papers are keying-in with the farmers’ modern mode of living .. . 
and thereby bringing advertisers a rare opportunity to cash in on the 
unusual interest roused by the first major change in printing methods 


since state farm papers began. 


IF YOUR PRODUCT LOOKS ITS BEST IN COLOR ... if you want the attention- 
getting appeal of color in your State Farm Paper advertising . .. now 


you can have it in all of the richness and beauty of your original layout. 


The reproduction of two, three and four-color advertisements presents 
no problem to our new printing method. It is ideal for full-color repro- 


duction ... holds fine details and tones . . . gives true color values. 


Best of all, you can run your advertisement in two, three or four colors 


without incurring the expense of plates. 
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™ Michigan Business Farmer 
ISSUED BI-WEEKLY 


Nn" YOUR IMPROVED ADVERTISEMENTS IN THE THREE KEY-STATE FARM 
PAPERS WILL ACTUALLY COST YOU LESS. There are no engravings or 


clectrotypes to buy. All you need furnish is artwork and a proof of the 


lype matter. You save the cost of plates and the time it takes to 


obtain them. 


Now, since neither costs nor printing limitations bar your way, you can 


illustrate your advertisements profusely with fine photographic subjects. 


Now, you get more and better illustrations at lower cost ... even small- 


space advertisers will find their illustrations sharp, clear and distinct. 


NOW YOUR PRODUCTION ROUTINE IS SIMPLIFIED. One advertising order, one 
set of layout, type proofs and artwork will serve all three publications. 
No duplicate layouts to make, no engravings or electrotypes to order, 
no duplication of instructions. Michigan Farmer, Ohio Farmer and 


Pennsylvania Farmer are printed by the same improved process. 
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READER INTEREST 


IN THE THREE KEY-STATE 


DENNSYLVAN 
= FA R M ER = 


Consolidated with PENNSYLVANIA STOCKMAN and FARMER 


NOVEMBER 4, 1939 


ADVERTISING WILL “* 
REACH A NEW HIGH IN 


FARM PAPERS 


x ER ALL, IT’S READER INTEREST THAT MAKES OR BREAKS A PUBLICATION. 
State Farm Papers draw their strength from the vital part they 
play in the life of their readers. The farmer has learned that his State 
Farm Paper always has “something valuable to say’’ ... and now the 
high value of that news will be greatly enhanced through the first 
major change in printing methods since state farm papers began. 
The three Key-State Farm Papers are taking that “something to say”’ 


and saying it... handsomely . . . with modernized speed and impact! 


IN EVERY SURVEY ever made by anyone, these three Key-State Farm Papers 
have held unquestioned leadership in their respective states. Here, 
then, is your Master Key to increased sales from half a million farmers 
in Ohio, Michigan and Pennsylvania. 


Get the complete story ... send for our representative today. 


CAPPER-HARMAN-SLOCUM INC., Publishers 


CLEVELAND «+ DETROIT « PITTSBURGH ‘ 
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| the result may be “a blizzard of 


Aim af Thousands, contest letters.” 


| Regarding popularity 
| Prof. Dygert declares that they are 


ofge el pe soe ; 
Not Millions, Radio yu2"s Scie" ez.ck.2 


| is expected that a committee will be 


Bituminous Coal (sits wo nosy the pin ond 
Group Considers |that a decision will be reached in 


| two or three months. 


Cooperative Drive | 


program to be financed by an as- 
sessment on the members of the 
association. The appropriation 
calls for the expenditure of about 
$600,000 annually, principally in 
newspapers and magazines. 


ratings, 


Three-Year Program 


Advertisers Told 


Professor Hits Quality 
of Commercials, Urges 
‘Better Timing’ | 


New York, Oct. 25.—Too many 
radio shows are built to entertain 
millions rather than to sell the hun- 
dreds of thousands, and too many 
products are fitted to the program | 
rather than the program to the 
product, according to Warren B. 
Dygert, assistant professor of mar- 
keting at New York University. 

Prof. Dygert’s views are presented 
in a book, “Radio as an Advertis- 
ing Medium,” which has just been 
published by McGraw-Hill Book 
Company. Written from the adver- 
tiser’s viewpoint, the treatise is 
packed with facts and opinions de- 
signed to assist aavertisers in 
weighing the effectiveness of the 
medium. 

Prof. Dygert, who calls “dial 
shopping” the “great American pas- 
time,” divides radio listeners into 
three groups: those who shop for 
program values; those who consult 
the papers and know what they 
want; and those who turn on a 


favorite station and keep tuned in| 
regardless of the program. 


Must Create Audience 


He points out that radio advertis- | 
ers must discard many time-hon- 
ored principles of the craft. Adver- 
tisers used to having a ready-made 
audience provided for them in mag- 
azines and newspapers must create 
their own listeners as well as get 
across a_ selling story, and it is 
harder to reach one particular group 
via radio advertising than it is to 
do likewise via printed media. 

While urging caution in the in- 
terpretation of radio surveys, par- 
ticularly those more than six 
months old which cover changing 
listening habits, Prof. Dygert de- 
clares that “more surveys before a 
program goes on the air mean fewer 
surveys later.” If an advertiser de- 
cides to spend even as little as $10,- 
000 in radio, he suggests that the 
investment be protected by “a sen- 
sible amount of keen research be- 
fore he goes on the air.” 

The author devotes a chapter to| 
the writing of commercials, saying 
that “radio has suffered more from 
inferior advertising script$ and the 
poor timing of advertising messages 
than from anything else in its bril- 
liant 19-year career.” He points out | 
that a gag writer for a popular show 
may receive as much as $1,000 for | 
his script, but that writers of com- 


mercials are not paid on this same 
lofty scale. 


Different Techniques Needed 


Prof. Dygert draws a distinction 
between writing copy for the printed 
Page and for the air. The new 
tricks which he declares a copy- 
writer must learn in order to suc- 
ceed at writing commercials include: 
the development of tact and deli- 
cacy of presentation; the develop- 
ment of an appreciation for rhyth- | 
mic prose; the knowledge of how to 
translate “eye” pictures into “ear” 
Pictures; an appreciation of the| 
mental limitations of listening; and | 
«n appreciation of the personal and | 
numate presentation of radio. 

The author also makes some in- 
‘resting comments on the problem 
of contests over the air. He points 
‘ut that many contests have paid 
rich rewards for advertisers who 
— every possible precaution to 
‘nsure success, but that more unex- | 
Pected grief and extra costs have | 
‘Prung from the same promotion | 
plan when used unwisely than from | 
“ny other radio practice. 
Poor warns against the “too suc- 
“sit” contest, which attracts so 
oe entries that extra expenses | 
“ere than eat up any extra profits. | 
hes r figure on having a little con- | 
_ _he advises, for even if the) 
“€ning audience is relatively small | 


™>- 
‘any 


rather than the number of product 
purchasers. He discusses in detail 
the C. E. Hooper, Inc., and Cooper- 
ative Analysis of Broadcasting rat- 
ing systems. 


Art Agency Expands 


The service of Art Agency As- 
sociates, New York, has been en- 
larged to include photography and 
sculptured figures for advertisers. 
Michael Kiss, formerly art director 
for Beacon Advertising Agency, 
New York, has been appointed ex- 
ecutive art director. 


New York, Oct. 24.—A warm dis- 
play of interest by members of the 
National Coal Association in a pros- 
pective plan for cooperative adver- 
tising of bituminous coal, similar in 
aim to the institutional efforts of 
railroads, beer and insurance, raised 
hopes of coal men convening here 
this week, that the long discussed 
industry-wide promotion may fin- 
ally materialize. 

The program was outlined to the 
convention by a representative of 


' Batten, Barton, Durstine & Osborn, 


as an unsolicited presentation. It 


John D. Battle, executive secre- 
tary of the association, expressed 
the increasing interest of the coal 
men in cooperative promotion when 
he said, “Our competitors spend 


millions where we spend hundreds. : 


Our railroad friends spend millions 
to tell the public the advantages of 
rail travel and use. I am _ sure 
that, as time goes on, we will spend 
millions and it will all come back 
twofold, for we live today in an ad- 
vertising age.” 

The plan given by BBDO to the 
coal men encompasses a three-year 


Task Is Twofold 


The task assigned to copy in the 
suggested drive is twofold: to im- 
press the public with the impor- 
tance of bituminous coal to the na- 
tional economy; and to break down 
prevalent misconceptions concern- 
ing the industry, chief of which is 
the belief that bituminous coal is 
controlled monopolistically. The fact 
that the industry is the largest em- 
ployer of labor in the United States, 
after railroads, is stressed for its 
public relations value. 


“Can’t we do anything that Joe and 
his outfit won’t copy? He’s not only 
followed our lead by advertising in 


NEWSWEEK, but he’s using color.” 


‘*That’s not copycatting —- just swim- 
ming with the tide! Why, I read 
recently that NEWSWEEK has 
gained 97 new advertisers since the 
first of the year.” - 


%*& What a tide— and among readers as well as advertisers. Although rates are 
still based on a 300,000 guarantee, right now NEWSWEEK'S audience num- 
bers 375,000 alert, above-average families. And what families! A Hooper- 
Holmes study shows average annual incomes of $4,851. Get the whole story 
from your NEWSWEEK representative and... WATCH NEWSWEEK! 
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October 30, 1939 


Blames Business for 
“Anti” Propaganda 


To the Editor: On Page 14 of the 
Oct. 23 issue of ADVERTISING AGE 
appears the article “Act Immedi- 
ately to Curb Academic Critics, 
Urges Platt,” by John H. Platt. 

It has been very interesting to 
read Mr. Platt’s viewpoint and his 
suggestions for counteracting the 
unfavorable propaganda that is now 
affecting many of the advertisers. 

Apparently Mr. Platt is not old 
enough to remember just how this 
sort of propaganda machine got 
started. However, I can recall just 
who started it, and when. It was 
when such organizations as_ the 
public utilities companies, big food 
packing and manufacturing com- 
panies, and big chain store organ- 
izations began using the schools 
and universities to put out propa- 
ganda that was detrimental to all 
other business than their own, and 
now they are reaping the harvest 
which they sowed. 

In other words, prior to that time, 
the public schools and universities 
had been used for the purpose for 
which they were originally in- 
tended, but when these large cor- 
porations began to use them for 
their purposes, every other pro- 
moter in the country soon learned 
about it. Now the two, together, 
have not only damaged themselves, 
but to a great extent damaged our 
educational! institutions which 
should have at all times been kept 
free from commercial propaganda. 
And if the advertising agencies and 
so-called big honest business insti- 
tutions are reaping what they have 
themselves sown, I don’t believe 
Mr. Platt or anyone else will be 
able to garner any better harvest 
than they have originally sown. 
Now this is not written in the spirit 
of taking a rap at big business, but 
in the spirit of fairness. 

It has taken a long time for the 
small business men to uncover the 
many injustices that have been 
heaped upon them during the past 
20 years, but apparently many 
of those injustices are now coming 
to light. Therefore it is interesting 
to read an article such as Mr. 
Platt’s, which attempts to promote 
new plans that will take the place 
of the old ones that have now failed. 

G. E. P., 


St. Paul, Minn. 


vgv¥sey? 


Criticizes Waste in 
Merchandising Service 


To the Editor: This letter will 
probably find place among the hun- 
dreds which should reach you from 
magazine publishers, newspaper 
publishers and advertisers com- 
menting upon the feature article in 


the Oct. 23 issue of ADVERTISING 
AGE “Curb Merchandising Ser- 
vices, etc.” 


I agree that merchandising serv- 
ice is not the publisher’s responsi- 
bility; certainly it costs money; and, 
most certainly, the advertiser pays 
for such service whether he uses it 
or not 

In the national 
prone to 


field, advertisers 


are look for pluses in 


newspaper advertising, just as they 
ure encouraged to expect these 
merchandising pluses from maga- 
zine An advertiser, under the 


is foolish if he does 
newspaper 


present set-up, 
not press the 


—— 


for every- | 


thing in the way of “merchandis- 
ing” that is in the wood. And, if 
he is smart, he will make an at- 
tempt or two in the direction of | 


creating his 
vice 


own merchandising de- 
Such methods as are 
by a conscientious 
be practical 
Unfortunately, 


devised 
advertiser may 


howevel P 


the merchandising service rendered 
under pressure by newspapers, con- 
sists of ways and means, the prac- 
ticability of which is doubtful 


Much is done and_ considerable 
money is spent by newspapers for 
devices which, were the advertise 


himself to consider the 


expenditure 


much of | 


Gutman's Department Store, Baltimore, revived an old time horse car for special 
promotion of its 62nd anniversary. 


involved, would be cast aside as not 
worth the money. 

An advertiser will demand and 
receive certain merchandising co- 
operation. Often his appreciation 
of this service is tinted by a com- 
plaint as to “position,” or other dis- 
satisfaction with the handling of in- 
sertions. In the given instance, 
perhaps the funds expended for 
merchandising of doubtful practica- 
bility might be better spent in im- 
proving format and in doing other 
things strictly within the publisher's 
province to increase the effective- 
ness of the advertisement itself. At 
less cost, then, the advertiser might 
do his own merchandising job. 

It is gratifying to see some 
pointed discussion in this direction 
and I hope we shall have more of it. 

WILLIAM POLJE, 

Terre Haute Brewing Company, 


Terre Haute, Ind. 
v v v 
For Peace 
To the Editor: Your interest in 


keeping this country out of war will 
make you particularly interested 
in the attached letter to President 
Franklin D. Roosevelt — offering a 
constructive plan for putting the 
peace of this country on a substan- 
tial basis. 

A reproduction of the “Let's Stay 
Out of It” design is attached for 
your information. You'll note the 
middle and index fingers of the 
hand are crossed for luck. 

Your use of this design is hereby 
granted—just as the use of the de- 
sign is being made available to 
advertisers in all parts of the coun- 
try. 

The insignia and slogan are the 
product of William Willens and 
Charles P. FitzPatrick—both mem- 
bers of the advertising fraternity of 
Philadelphia. 

CHARLES P. FITzPATRICK, 

Philadelphia. 

[Editor's Note: Mr. FitzPatrick’s 
letter to the President points out 
that in times of stress such fighting 
words as: “Don’t Give Up the 
Ship”; “They Shall Not Pass”; and 
“Give Me Liberty or Give Me 
Death”, have saved nations. 
peace, too, he asserted, there can be 
fighting words. | 


CROSSED iy LUCK 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


THE HORSES WERE CURIOUS, TOO 


ae 
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| hours of 
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Department Store 
Revives Horse Car 


To the Editor: I am enclosing a 
picture of an old horse car, used 
in Baltimore over 50 years ago, 
now equipped with rubber tires 
and a fifth wheel arrangement. The 
driver and conductor are both 
wearing 50-year diamond service 
buttons, being in the traction com- 


pany’s service for that length of 
time. 
This car was used for several 


weeks to advertise the 62nd anni- 
versary sale of the Julius Gutman 
Company, Baltimore’s cash depart- 
ment store. Signs in the windows 
of the car read, “A car like this took 
your grandmother to Gutman’s 62 
years ago!” 

The car was driven all over the 
downtown section, stopping here 
and __ there. Great interest was 
shown by the crowds in the ex- 
planations given by the crew as to 
how the car was operated during | 
its early years. 


J. RALPH WITTIG, 


/get program. 


Baltimore, Md. 
+, F F 
On Adman Agate 
To the Editor: It struck my 


funnybone that, appropriately 
enough, a man by the name of | 
Agate (Cecil C. Agate, elected com- | 
mander of the New York Adver- | 
tising Men’s Post of the American 
Legion last week) should be made | 
president of an advertising club. | 
Perhaps it would be more appropri- | 
ate if he headed the Agate Club. | 

EpWaArD A. GROSSFELD, | 

Baskin, Chicago. 
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} 
Seeks Clarification | 
on Wage and Hour Act © 


To the Editor: The question has 
been raised as to whether or not 
advertising agencies must comply 
with the new requirements of the 
wage and hour act. Specifically, 
the question is whether or not ad- 
vertising agencies are construed to | 
come under the regulations of this | 
act as regards to not exceeding 42 | 
work per employe per 


In| week. 


We shall appreciate your coop- | 
eration in passing on to us at once | 
any specific information which you 
may have on this subject. 

Howarp H. Monk, 


Howard H. Monk and Associ- 


ates, Rockford, III. 
|Editor’s Note: The most recent 
| information possessed by ADVERTIS- 


|ING AGE on this question is that 
contained in the interpretative bul- 
letins issued by the wage and hou 
| division of the United States De- 
partment of Labor. These are 
opinions only and not final rul- 
ings Bulletin No. 6 discusses 
| “service” establishments and men- 
tions advertising agencies as one of 
several types of businesses which 
| have been suggested for this classi- 
fication. With respect to agencies 
ind certain other businesses, how- 
the bulletin makes this com- 
“Although we recognize that 
foregoing companies perform 
‘services, it is nevertheless ou 
opinion that such enterprises are 
not in the ordinary case, sufficiently 


ever. 
ment 


similar in character to retail estab- 
lishments to be considered ‘service’ 
establishments. This opinion is 
not free from doubt in respect of 
some of such classes of business 
and does not purport to embrace all 
possible subclassificaticns.”’ ] 
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Pet Exchange Gets 
Calo a Big Hand 


To the Editor: The enclosed 
circular outlines the details of one 
of the most unusual radio programs 
ever produced, an idea that is sell- 
ing dog food by the carload for very 
little advertising expense. It de- 
scribes the Calo Pet Exchange, a 
radio broadcast of Calo Food Prod- 
ucts, Inc., dog food maker, heard 
every Sunday afternoon over Sta- 
tion KFRC, San Francisco. Listen- 
ers are invited to register unwanted 
dogs and cats with Calo. Immedi- 
ately we find good homes for these 
pets. Nor is there any charge for 
this service. 

The unique part of it all is the 
simplicity with which the program 
is operated. Frank Wright, pro- 
ducer and announcer, sits before the 
microphone with a telephone in his 
hand. He asks the radio audience 
to telephone him and register their 
extra, not-wanted dogs and cats. 
In response, hundreds of persons 
call. Four special telephone op- 
erators are employed and bell ring- 
ing in the studio sounds like a third 
alarm. Actual telephone conversa- 
tions are broadcast so that the list- 
eners hear what is going on. When 
a dog or cat is registered, Wright 
immediately broadcasts the descrip- 
tion, asking, “Who wants this dog or 
cat?” Again the bells ring as hun- 
dreds of orders pour in. As many 
as 300 telephone calls have been 
taken during one broadcast. The 
mail is terrific. 

I am giving you this information 
because I am quite certain that your 
readers will be interested to learn 
of the effectiveness of a small bud- 
This again proves 
that it is the idea which counts. 

FRANK WRIGHT, 

Theodore H. Segall Advertis- 

ing Agency, San Francisco. 
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NEW YORK 
Edward Wright 
551 Fifth Ave. 

Murray Hill 2-2883 


BOSTON 


Charles Dorr 
Old South Bldg. 
Liberty 6684 


DETROIT 
Waldo Fellows 
710 Stephenson Bldg. 
Madison 8217 


CHICAGO 


F.E. M. Cole & Son 
75 E. Wacker Drive 
State 3216 


SAN FRANCISCO 


General Offices 
576 Sacramento St. 
Douglas 4306 


LOS ANGELES 


Byron Dawson 
426 South Hill Sr. 
Vandike 3733 


ALL IN ONE 


Does Everything But 
Wrap Up the Goods 


To the Editor: Believing 


your 
newspaper is interested in new pro- 
motional ideas, we enclose pictures 
of a new Voco display developed 
by Thomas B. Healy, vice-president 


Liquid Veneer Corporation, 
manufactured by Neu Mfg. Co. 
The most unusual part of the dis- 
play is the combination radio and 
transcription machine carried in 
the structure, by means of which 
customers can be entertained wit! 
radio programs. But at the touct 
of a lever, the local or nationa 
radio program is tuned out, the 


and 


transcription turntable begins to re- 


volve and a recorded sales talk on 


Liquid Veneer products or a mus- 
announcements 
are aired in the store giving a per- 
at the 


ical program and 
fect selling demonstration, 
same time giving the storekeeper 
complete 
ment. 
This display has glamor, punc! 
and human interest and takes up 
only about nine square feet. 
JEROME R. ELLIs, 


Ellis Advertising Company, 
Buffalo, N. Y. 
1 Monk 
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Better Letters Mean 
Better Business, 
Says Mr. Frailey 


Chicago, Oct. 25.—L. E. Frailey, 


author, lecturer and former edi- 
toria! director of the Dartnell Cor- 
poration, has spent a good portion 
of an active business career exhort- 
ing business men to junk trite 


phrases and time worn cliches and 
to start in writing good business 
letters. “Better Business Letters,” 
published today by the American 
Technical Society, is his newest 
} contribution to the often neglected 
= Of. 

All letters, says Mr. Frailey, are 
advertising in one form or another. | 
One example printed in the book is 

fund raising letter sent by Bruce 
Barton to 24 wealthy men, asking 
each of them for $1,000. It brought 
in 24 checks, each for $1,000. 

At the other extreme is a letter 
which killed a two carload sale of 
rice for Mr. Frailey some years ago. 
The order, Mr. Frailey recalls, 
seemed like manna from heaven to 
a young and not too prosperous 
salesman. But when the buyer 
picked up the order blank for sign- 
| ing, he noticed the name of the 
company. He didn’t sign the order. 


tow 


Instead, he turned to his files and 
produced a letter that he had re-| 
ceived from that same company 20 | 
years previously. 


Ae ot 0 


Toughness Doesn’t Pay 


% 
j “I could see that the man who 
} wrote that letter for my company | 

had been tactless and domineering,” 
Scomments Mr. Frailey. “For 20 
} years, his letter had been buried in | 
B that file, waiting to betray me. Out 

f the grave it came to prove how 

utterly foolish it is for a business | 
ever to write ‘hard-boiled’ 


in 


s letters.” 
» Mr. Frailey continues with the| 
D presentation of both good and bad | 


examples of letters drawn from | 
every field of business. Several | 
direct sales letters are included, as | 
ell as letters designed to help 
ilesmen over the bumps, collection 

lett ind adjustment letters. 
the good ones give evi-| 


that the writer possessed a| 
» of “naturalness.”’ The reason | 
the bad ones, according to Mr. | 
is often a wrong mental | 


freeze into a snowman when he 
Starts to write a letter?” he asks. 
“In my opinion, the trouble is right | 
in his own head. He hasn’t the right | 
mental attitude toward his job. He | 
hasn't pictured the reader as an- | 
other human being like himself, or | 
the letter as a personal conversation | 
him. 


Aufl 


Informality Helps 


“Perhaps he has been trained to | 


think of business as something very | 
; dignified and formal, so he writes | 
his letters like the King’s butler | 
serving ice water. The letters are | 
the water and he is the butler. 


Business isn’t like that. True, | 
s work to be done and a man 
must take himself and his job seri- | 
This doesn’t mean, however, 
fat he can’t put an occasional smile | 

letters—that he can’t enjoy | 
g them.” 


Wr 


7 Newspaper Copy for 
hilco Remote Control 


; Phileo Radio & Television Cor- 
in has launched a nationwide | 

iper campaign for its wire- 

mote control radios, featuring 

trade-in allowances as well 

technical advantages of these 
‘ 


- tions will be 700 lines, ac- | 
oi "3 to E. B. Loveman, advertis- | 

2 N manager. 
wa . 


Badger Printing Has 
New Motion Display 


‘ger Printing Company, Apple- 
¥, ‘ s., Is marketing a new motor- 
- a ‘tion display under the trade 
me. “Motionette.” 

." display can be manufactured 
paper, plastic or metal, or a 
nation of these materials. 


Weisbaum Drive Brings 
Change in Name 


In accordance with its new na- 
tional advertising and merchandis- 
ing program, Weisbaum Bros., 
Brower Company, Cincinnati, has 
changed its name to Beau Brum- 
mell, Inc. 

The change is intended to better 
coordinate the company’s registered 
trademark with the company’s 
products — Palm Beach and other 
ties and Beau Brummell silk neck- 
wear. Key Advertising Company, 
Cincinnati, is the Beau Brummell 
agency. 


Claxton Joins Grey 

William Rockliff Claxton, for- 
merly with Maxon, New York, has 
joined Grey Advertising Agency, 
New York, as art director. 


Minister Blasts 
Advertising Plan 


in Liquor Stores 


Concord, N. H., Oct. 24.—The 
second public blast against permit- 
ting distillers to advertise in New 
Hampshire liquor package stores 
was emitted here by the Rev. 
Ernest L. Converse, superintendent 
of the New Hampshire Christian 
Civic League, in an address before 
the 66th annual convention of the 
Woman’s Christian Temperance 
Union. 

Centering his attack on the State 
Liquor Commission, which has ap- 
proved use of advertising panels in 
liquor stores, Dr. Converse charged 


that such a policy “brings private | 
profit into the state control system.” 

“The Commission,” he said scath- | 
ingly, “allows a private company to | 
buy concession space in its stores, 
thus doing its best to nullify the) 
legislature’s decision that the liquor 
business shall be divorced from 
private profit. 

“The decision is not only against 
expressed public policy, but it bears 
a distinct political tinge because the 
son-in-law of Gov. Francis P. 
Murphy is an executive of the ad- 
vertising company which will in- 
stall the advertising devices.” 


WCTU RESOLUTION ASKS 
BAN ON ALL LIQUOR COPY 


Harrisburg, Oct. 24.—A resolution 
recommending legislation to pro- 


hibit all advertising of alcoholic 
liquors through radio, newspapers, 
magazines or any other medium 
was adopted yesterday by the an- 
nual convention of the Pennsyl- 
vania Woman’s Christian Temper- 
ance Union. The WCTU also op- 
posed government approbation of 
the manufacture and sale of Gov- 
ernment House rum. 


MacLean Advances Two 


R. Bruce Owen, formerly in the 
advertising department, has been 
appointed advertising manager of 
Maclean’s Magazine, Toronto, suc- 
ceeding John R. Thompson, who 
has been named advertising man- 
ager of Chatelaine, a MacLean pub- 
lication. 


Tue City’s Onty Home~Ownep NewsParer. 


SAWYER-FERGUSON-WALKER CO. 


as its 


NATIONAL ADVERTISING REPRESENTATIVES* 


Effective 
aA Of 
OCTOBER 1,1939 


“eacepting Pacific Coast States 
National Advertising Department 
of the Chronicle 
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McGehee to Leave 
Newspaper Field 
for OAI Sales Post 


New York, Oct. 25.—Kerwin H. 
Fulton, president and general man- 
auger of Outdoor Advertising, Inc., 
national sales representative for the 
majority of this industry, today 
announced the appointment of 
Francis N. McGehee as_ general 
sales manager, effective Nov. 1. 


| motion manager, national advertis- | 
_ing manager and advertising man- | 
|ager of the Cleveland Press, where | 
he was active in the development | 
of the “Pantry Shelf” inventory, | 
| issued annually by that paper. 


Four A’‘s Publishes Study 
of Los Angeles Papers 


American Association of Adver- | 
tising Agencies, New York, has 
published a survey covering reader | 
income and overlapping of circula- | 
tion of Los Angeles vecny on yet 


“AN AID FOR GRUEN DEALERS 
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RECORD CROWD OF 


ADDED EMPHASIS 
GIVEN POWERFUL 
GRUEN SLOGAN — 


GIFT-BUYERS TO SEE GRUEN FALL ADS 


OVER 66,000,000 


Service” Proving = 
lecresseagiy Help 


Mr. McGehee, who is resigning | The report follows the same eee = 

from the New York World-Tele- —_. gi Penge pg Rom a, Poy FF By 

oes © ae longing to the Audit Bureau of fy Py 

the new post, has Circulations shared in the cost of 

been associated the research, done by Daniel Starch, 

with Scripps- New York. Non-members of the 

Howard News- association may purchase the report 

: papers for 17 for $10. 

a years and is very 
; / hd . . 
4 ag sane Gets Vitamont Dog Food This 16-page newspaper-size portfolio of Gruen Watch Company describes its 
field The Condon Company, Tacoma,| ©" promotion for dealers and lists aids which will help the retailer cash in 


He was one of Wash., has been appointed agency | 


the organizers of 


wer tured by Montana Horse Products 
ell bs ——. as Sumpeny, Butte. “Houston Post” to Burke 
swepeper — | Burke, Kuipers & Mahoney, New 
ra —. err -York, has been appointed national 
tion, e eve- . N. McGehee 


representative of the Houston Post. 


WNEW Names Blair 

Station WNEW, New York, has 
appointed John Blair & Co., New 
York, as a national representative. 


Pepsi-Cola Appoints 
Pepsi-Cola Company of Canada 
has appointed Norris-Patterson, 
Montreal, as advertising agency for 
Canada and has announced an in- 
creased newspaper schedule. 


land Sales Man- 

agers Club and the Cleveland Media 
Group. During his association with 
Scripps-Howard, he spent much 
time in Cleveland, serving as pro- 


.....€ Dependable 
PRINTING SERVICE 


@ Local and National @ 


There is hardly a business that could not afford to take 
advantage of the services rendered here. Firms of approved 
responsibility, both local and national, discover an unusual 
faculty for service in our large and complete plant : : : These 
customers know from experience that Printing Products 
Corporation has made and maintained a reputation for 
doing more than just good printing ::: and know they can 
expect those many indefinable, added measure efforts as a 
part of our service : : : Important for your consideration is the 


ability of this Company to serve you as satisfactorily. We 


4 


welcome an opportunity to work with and for you 


Serving Customers in 48 States 


+ PRINTING PRODUCTS CORPORATION 


Established 1888 


tte 


Chicago - - Illinois 


during the Christmas season. 
for Vitamont dog food, manufac- | ———————""*""— = 


16-Page Paper Is 
Gruen Spur to 
Retail Promotion 


Cincinnati, Oct. 26.—While Gruen 
Watch Company will use a large 
number of one- and two-time shots 
in magazines in anticipation of the 
holiday season, the company is lay- 
ing emphasis on equal activity by 
the dealer in inducing the public to 
turn to watches for Christmas gifts. 
It has issued a 16-page, newspaper- 
size portfolio to dealers, describing 
| ite own promotion and listing nu- 
merous helps which will enable the 
| retailer to cash in on the yuletide. 
| Newest of these are what the com- 
| pany describes as a “radio mat serv- 
| ice” and localized 24-sheet posters. 
| The radio service, consisting of 
seven programs from which the 
| dealer may make his choice, is free 
| to those willing to pay for the time. 
| Meet of the series consists of 13 
| 15-minute programs, but one is de- 
signed for 39 five-minute airings. 
| The 24-sheet poster, never before 
| used in the jewelry trade, according 
to Gruen, is also free, the dealer 
bearing the cost of display. 


| Array of Helps 


Other items in the Gruen adver- 
ising arsenal include newspaper 
|mats, some in color, which are 
offered free; individual “booster” 
watch mats for insertion in copy 
featuring a variety of products; an- 


| other line of newspaper mats in- | 


tended to meet the special needs 
of credit jewelers; a variety of neon 
| Signs, some carrying the dealer’s 
name as well as that of Gruen, 
and ranging in price from $10.70 to 
$125; and an assortment of displays, 
some of which are free with orders 
of certain amounts of goods, others 
being loaned. Some 
helps complete the list, a brilliantly 
colored folder providing for the 
|dealer imprint in three different 
| places. 

' Gruen Christmas copy has already 
| appeared in Esquire, Life, The New 
Yorker, The Saturday Evening Post 
and Vogue. Other insertions are 
scheduled for The Christian Science 
| Monitor, Esquire, Liberty and the 
Post, which gets a spread divided 
between Gruen and the jewelry 
store as the source of lasting gifts. 
| Some business paper copy will also 
be used in fields where good 
watches are particularly appre- 
ciated, the list including American 
Journal of Nursing, Contractors & 


Engineers Monthly, Engineering 
News-Record, Journal of American 
Medical Association, Journal for 


Nurses and Medical Economics. 


Dibrell Joins Ayer 

| Edwin R. Dibrell, formerly ex- 
ecutive vice-president of 
|, Macy & Co. and vice-president and 
merchandising manager of Lord & 


| New York office of N. W. Aver & 
| Son. 


To Cecil & Presbrey 
Harry Terry has joined the Chi- 
|cago office of Cecil & Presbrey. 


| During the past year he was a sales | 


and advertising economist and pre- 
viously was vice-president of Cra- 
mer-Krasselt Company, Milwaukee 


direct mail | 


R. H.| 


Taylor, New York, has joined the! 


Reveals Strategy 
‘Back of Drive 
for Greeting Cards 


Kansas City, Mo., Oct. 26.—Fo). 
| lowing the announcement that Ha) 
| Brothers, Inc., will sponsor Tony 
Wons and his “Radio Scrap Book’ 
| thrice weekly on Station WMAg 
| Chicago, starting Oct. 29, J. C. Haj 
| president, today outlined some ¢& 
/the reasoning behind the campaig, 
| He said, incidentally, that the Ch). 
|cago effort is regarded as mere} 
/the opening wedge to a nationg) 
| campaign, reputedly the first radj 

effort of a greeting card manufac. 
| turer. 

The Wons personality is regarde; 
| as particularly fitting for a greeting 
| card program, since it is far mor 
| intimate in character than that o 
|the average radio artist. Mr. Haj 
| thinks that Wons, reflecting th 
|spirit of the greeting card tse}; 
_will prove a “natural.” 


Reminder Is Necessary 


Unlike many another produc 
|such as toothpaste, which is pur. 
chased automatically when the sup. 
ply is exhausted, the greeting car 
must be bought when an anniver. 
sary is imminent or the sale is los 
forever, Mr. Hall said. Constar: 
reminders, he believes, will not on) 
plug this gap, but help the radi 
audience to seek occasions for whic 
greeting cards are bought. an¢ 
bring considerable new volume bott 
| to Hall Brothers and to the indus 
try. 

Another effort will be to make 
the “‘Hallmark” name as highly re- 
garded in its field as “Tiffany” ; 
by jewelry buyers. By impressin; 
the public with the superior qualit 
of these cards, the entire trade car 
be persuaded to “trade up,” Mr: 
Hall believes. The buyer will b 
glad to buy “Hallmark” cards fa 
gifts in the belief that such card 
will be more keenly appreciate 
than the unidentified variety. The 
account is handled by Henri, Hur: 
& McDonald, Chicago. 


Joins Sills & Co. 

Josephine Huddleston, associate 
with many toiletries manufacturer 
for the past three years in publ) 
relations work, has been appointe 
woman’s editor of Theodore R. Sill 
|& Co., Chicago public relations or 
| ganization. 


Johnson Succeeds Powers 


William C. Johnson, vice-pres: 
| dent of Ketterlinus Lithograph 
| Mfg. Company, Philadelphia, ha 
| been appointed sales manager © 
the New York office, succeediné 
| Stuart Powers, who recently ! 
| signed to join Time. 


Gage Heads Jury 

Harry L. Gage, vice-president © 
Mergenthaler Linotype Compar} 
has been appointed again this yeé 
as chairman of the jury for Uw 
| International Printing Ink ess 
| contest for high school students © 
| printing. 


WFBR’S LOCAL 
ADVERTISING IS 


| 
| 


_ 20% AHEAD 
OF LAST YEAR'S! 


And for the last four yeor, 
WFBR has been FIRST among 
Baltimore network 
In local advertising. 


stations 


«RATIONAL REPRESENTATIVES, ————— 


——~— 
EDWARD PETRY & CO. 


mB ON THE NBC RED NETWORK 
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Farnings 
Advertisers 


of 


| gain of 88.2 per cent over net profit 

| of $2,072,101 for the same period a 

| year ago. 
782,883, against $37,461,077 for the 

| first three quarters of 1938. 

| 


‘ 'General Foods 
General Electric Company _ Report for the third quarter 
Report for nine months ended| shows net profit of $4,558,582, com- 


Sept. 30 shows net profit of $25,-| pared with $4,036,830 for the Sep- 


922.631, compared with $17,548,256 | tember quarter of last year. 
e first nine months of 1938. 
; a gain of 42.5 per cent. Net! profit 
the period aggregated | with $10,327,908 for the first nine | 
$192,501,173 | months of 1938. This is an increase 
f » first three quarters of last, of 20.7 
year. an increase of 13.1 per cent. 


ior 


39] ] 900,154, 


against 


Procter & Gamble 


For the quarter ended Sept. 30, 


For 
|nine months ended Sept. 30, net 
was $12,470,663, compared 


per cent. Sales for nine 
/months aggregated $110,336,024, a 
| gain of 29.2 per cent over $101,154,- 
| 829 in 1938. 


sonsolidated net profit amounted to | Owens-Illinois Glass 


36.951,.841, compared with $6,097,- 
510 for the corresponding period a 
; r ago. 
Continental Baking 

Net profit was $1,125,118 for 13 
weeks ended Sept. 30, compared 
vith $1,092,757 for the same period 
in 1938 
General Baking 

Net profit for 13 weeks ended 
Sept. 30 totaled $460,620, against 


$731,142 for the like 1938 period. 
This is a decrease of 37 per cent. 


Bon Ami Company 


Report shows net profit of $1,- 
067,596 for nine months ended Sept. 
30, compared with $1,025,020 for the 
first three quarters of 1938. 


Corn Products Refining 

For nine months ended Sept. 30, 
net profit totaled $7,072,838, com- 
pared with $7,113,111 for the same 
period last year. 
Beech-Nut Packing 

Net profit was $1,726,707 for nine 


| months ended Sept. 30, compared 


te CSRS « 


with 
yeriod 


$1,747,563 in the like 1938 


Caterpillar Tractor 


| with $646,893 


| Report for 12 months ended Sept. 


| 30 shows net profit of $7,465,253 
, compared with $5,085,996 for the 
| same period a year ago, a gain of 
| 46.7 per cent. Net sales amounted 
to $79,910,009, against $65,414,117 
in 1938. 


Wesson Oil & Snowdrift 


For the fiscal year ended Sept. 2, 
net loss totaled $524,974, compared 
with net profit of $3,066,672 for the 
year ended Sept. 3, 1938. Net sales 
totaled $50,397,552, against $61,333,- 
280 in the previous year. 

Bendix Aviation 

For the quarter ended Sept. 30, 
net profit was $918,873, a gain of 
923.3 per cent over net profit of $89,- 
794 for the September quarter of 
last year. For the first nine months 
net profit totaled $3,087,083, against 
net loss of $406,205 for the cor- 
responding period in 1938. 


Cream of Wheat 


Report shows net profit of $304,- 
127 for the quarter ended Sept. 30, 
a gain of 33.7 per cent over $227,- 
319 for the same quarter in 1938. 
For nine months ended Sept. 30, 
net profit was $800,774, compared 
in the first nine 


Net profit amounted to $3,901,155 | months of the preceding year, an 
increase of 23.7 per cent. 


. for nine months ended Sept. 30, a 


i 


REMEMBER IT TAKES 
AL KINDS OF PEOPLE 
TO MAKE YOUR 1940, 


“s the kk 

“lower half” families. The “upper half” 

the better balf for you because it iecludes 

Siecle ect ee buying $1,000- 
eeeen eee ee $2 “tow income” group. 


Net sales totaled $44.- | 


WHERE ADVERTISING WORKERS LIVE 


This chart, prepared by Science Research Associates, shows the proportion of 
advertising workers in various sections of the country. 
4 per cent of all advertising persons. 


Each figure represents 
(Story on Page 13.) 


Rexall to Mark 
Silver Anniversary 
of ‘One-Cent Sale’ 


Boston, Mass., Oct. 25.—The 25th 
anniversary of the “one cent sale,” 
a merchandising device used by 
hundreds of drug and food adver- 
tisers since its inception, will be 
\celebrated by United Drug Com- 
| pany next week with unusually 
|heavy promotion featured by the 
use of national magazine space, from 
which Rexall copy has been absent 
for several years. 

Claiming to have originated the 
idea, the drug chain is using a page 
in the Oct. 28 issue of The Saturday 
Evening Post to acquaint consumers 
with this fact as well as to list some 
of the Rexall bargains available 
|during the anniversary week, Nov. 
| 1-4. A feature of the promotion 
| will be a series of transcribed spot 
| broadcasts over 200 stations from 
coast to coast, on which such radio 


ee | 


Ses 


¢: Speer 


ALL KINDS OF 
MAGAZINES TO 
REACH THEM 


EE CME Ce 


figures as Rubinoff, Arthur Boran, 
Graham McNamee and Basil Ruys- 
dael will be heard. 

In a message to druggists in busi- 
ness papers, Rexall paid tribute to 
the one-cent sale as “the most suc- 
cessful contribution to the retail 
drug industry.” It was described as 
“an advertising plan in which both 
manufacturing and retail divisions 
sacrifice normal profits to the ad- 
vantage of the consumer.” It has 
resulted, the advertisement said, in 
increasing the ‘“drug-store-value- 
consciousness” of the American peo- 
ple. Street & Finney, New York, 
handles the account. 


Produces Printing Film 

International Printing Ink di- 
vision of Interchemical Corporation, 
New York, has produced a two-reel 
sound film for distribution among 
printing and advertising groups. 
Called “Keeping in Touch,” the 
color movie tells the story of the 
manufacture of printing ink. T. W. 
Willard Motion Picture Company, 
New York, made the picture. 


Blondes Impotent 
in Tourist Copy, 
Expert Contends 


Northfield, Mass., Oct. 24.—Severe 
criticism of Massachusett’s  state- 
financed tourist advertising was 
voiced by Elisabeth Shoemaker, ex- 


ecutive director of the Pioneer 
Valley Association in an address 
here this week before the Massa- 


chusetts Federation of 
Clubs. Miss Shoemaker 
representative of a 


Women's 
spoke as 
privately 


| financed organization which adver- 


tises the attractions of 70 communi- 
ties in 2,000 square miles of terri- 
tory of which Springfield is the hub 

Miss Shoemaker spoke in dis- 
paraging terms of the use of “the 
same blonde on the same beach” 
in state advertising, recommending 
instead heavy emphasis on the his- 
toric appeal. While the state copy 
employs the term “Historic back- 
ground,” she regards this as inade- 
quate. 

“That cold phrase, in _ itself, 
means nothing,” she asserted. “If 
instead, the copy dramatized and 
brought to life again the great 
wealth of history and tradition, the 
saga of the sailing days and the 
glamor of the.early settlers, public 
response would be doubled.” 

The Massachusetts appropriation 
is about $80,000 annually. Miss 
Shoemaker endorsed the principle 
of state advertising, asserting that 
the income of every resident of the 
commonwealth is affected by the 
success with which it is conducted 


Lane Named 


Sanford H. Lane, account execu- 
tive of Gotham Advertising Com- 
pany, New York, has been named 
a vice-president. 


Agency for Aircraft 

Aircraft, Chicago, manufacturer 
of miniature planes and parts, has 
appointed Coe, Guy & Walter, Chi- 


The first major monthly founded since the close of the 19th century ... since the WAGE EARNER FAMILIES became the major market for advertised goods . . . was 


cago, to handle its account. 
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Callahan Appointed Returns to Old Size “Journal” Appoints Rep e 
Vincent F. Callahan has been ap- The Elmira Advertiser, a Gan-| The Albuquerque Journal has et { 1] lg ersor La 
pointed assistant manager of WBZ |nett newspaper, which was changed | placed its national advertising rep- I 
and WBZA, Boston and Springfield | to a semi-tabloid Oct. 2, has returned | resentation with Reynolds-Fitzger- 
stations. | to standard size makeup. | ald, Inc., effective Nov. 1. 


Charles H. Eyles, president of Richard A. Foley agency of Phila. 
- i a = — ———————— delphia, believes that his employes should know more about the 
operations of the office as a whole. Accordingly, he has institute 
monthly meetings for the entire staff, from executives to office boys. 


& a 
at which various aspects of the agency’s work are discussed. . . 
I. S. Randall, onetime aviator, who is now Eastern s.m. of Trans. 
continental & Western Air, is the new head of the aviation exhibit at 


the New York World’s Fair. The display will be expanded for the : 
1940 season. J. A. B. Smith, v.p., Curtis-Wright, who has headed the | 
exhibit sponsors, becomes chairman of the board... 

When Richard Marvin, radio director of William Esty & Co 
reached Nashville, Tenn., after a plane trip from Hollywood, he \ : 
| greeted at the airport by Harry Stone, gen’] mgr., Station WSM. The 4 
reception committee also included a group of hillbillies, thus supplying 
the atmosphere for the new Prince Albert radio show which caused p ones 
Marvin’s visit to Tennessee. While in the neighborhood, Marvin v: 
tioned for a week at Asheville, N.C... 


ity, 


et 
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—but Little Brenda’s 
Temperature is Back 
to Normal 


al 
-a- Tit 
| 


FETE MANHATTAN-BOUND BURCH 


The Chicago staff of Young & Rubicam honored Tom Burch with a farewell 

luncheon prior to his transfer to the agency's New York office. Here are (left to 

right) D. G. Schneider, R. C. Crisp, K. L. Laird, R. W. Forbes, W. L. Calhoun, 
Mr. Burch, G. D. Cates, J. Hunt, G. Garrett and L. Cottman. 


Thomas Floyd-Jones, a.m., Schering Corporation, sports a nifty 
set of cuff links, and thereby hangs a tale. His great, great uncle was 
a doctor who treated Lafayette during the Revolutionary War, and the 
famous French soldier returned the favor with the gift of a pair of 
cuff links, the same pair that Saraka’s No. 1 salesman now wears. .. 

Kenneth Collins, assistant to the gen’] mgr., New York Times, is 
one of the few men who ever rejected a Rhodes Scholarship. In 1923, 
he passed up the chance for study at Oxford in order to accept a 
scholarship at Harvard, from whence his path led straight to Macy’s. . 

When Nebraska knocked off Minnesota early in the football 
season, James De Pree, s.m., De Pree Company, sent the captain of the 
Gopher eleven a package of De Pree vitamin capsules. Either the 
athlete did not use them, or they weren’t enough to turn the tide, for 
Minnesota hasn't been doing any better since... 


N the sort of home where little Brenda But Vr. Robbins bought the one-room Michael Stiver, former director of J. Walter Thompson Company's 
lives, HEALTH is more common than air-conditioner unit that’s now in little operations in Australia and now in the JWT London office, is on this 
sickness because Mother knows what to Brenda’s room—the one he saw ad- side of the pond for a time. . . Roger L. Thaxter, production megr., 
hs Mi aide a symptom appears! eee vertised in their favorite magazine— J. R. Kupsick agency, has acquired a fiancee. . . Robert F. Degen, mer- 


chandising mgr., Kenyon & Eckhardt, was the speaker at the fall 
smoker of the NYU chapter of Alpha Delta Sigma... 
A new addition to the advertising staff of the N. Y. Herald Tribune 


. "yr > , . - ry . . . = . 
in suburban America where drugstores The American Home. This publication 


: : one of the sensations of mode 
are handy, houses modern, sickness is not ( lern pub- 


lishing) not only reaches 1,600,000 is S as ar ¢ " rics ard for . 

allowed to drag along .. . Mother won’t x) me . | is Sid Roth, last year an All American guard for Cornell. .. Edward B. 

let it! homemakers, like Brenda’s mother. Haines, bus. mgr., Paterson Evening News, will be a bridegroom soon 

eult. every month —it also has the highest He is the adopted son of Harry B. Haines, publisher of the News 
—And she can afford to take instant total of men and women readers per and grandson of the founder of the paper. As a student at Columbia, 
‘ P ‘ | maameniiin sain aeeal eiaiaals 

action because, as business partner in a copy of any “women’s” or home-service Ed rowed on the varsity crew. . . 


Pi ah ; . ° . ' If you must have an automobile accident, relax. This is the 
going concern—The Robbins Family— magazine (Starch report). advice of James C. Ewell, vice-president of United States Advertising 
Corporation, Chicago, who nodded at the wheel of his car Sept. 30 
and was carried into Highland Park Hospital with a broken leg and 
a multiple fracture of the upper jaw. Mr. Ewell is making a speedy 


she has complete control over the house- 


: ie These families read and live by The Americ 
hold share of her husband's $4,000-a-vear : D rae Rep 


2 ne oe é Home, because they find it is a market-place 
income. She is the homemaker. She chooses | 


tl lici t] hely f the famil which displays more ideas for living than they recovery, due, physicians say, to the fact that he was completely 
— — oe ee eee le Family can find anywhere else. Here is the one Amer- relaxed, and that his physical condition was flawless. He has beer 
bathroom. She bought the sun lamp that ican publication so packed with usable ways joined in the hospital for a check-up by E. H. Morrissey, preside 


will help little Brenda get over her cold of Fulton, Horne, Morrissey Company, another Chicago agency, and 

the two patients are impairing the discipline of the institution with 

their pranks... 

< . Hal Wright, commander of Chicago Post 170, American Legion 

well as being sensible and wholesome. Seems like a good place to show vour wares! announces that the post’s annual stag, which has developed into the 
biggest party of the year among male members of the advertising clan 
will be held at Medinah Club Dec. 8. Ernie Roscher, St. Louis Post- 
Dispatch, will again be chairman. . . 

rm Batavia, Sava, where over THE PRIMARY HOMEMAKER MARKET IS ONLY 7% . 


~ Legio ——a S Witees ee Fe 
OTE af the enthil'ecinainen. OF AMERICA’S POPULATION More Legion news: George C. Wiswell, treasurer of Chamber: 


. to meet the realities of today’s city and subur- 
quicker. She buys the foods that she knows — ban living that it has gained 1,300,000 new 
will appeal to the children’s appetite as readers in less than seven years. 


tree bask is bout and cald Wiswell, Boston agency, is new commander of the Crosscup-Pisho! 

‘ s hought and sol In 

, making it the world’s greatest “— 
‘ market-place for that well Tommy Thomas, program director of KIRO, Seattle, and his one 
2 known ingredient of man; time secretary, Helen Flaten, pulled a fast but quiet one when thé) 
cold medicines — QUININE. became Mr. and Mrs. on Oct. 18... The home of P. T. Anderson, ge” 


eral manager of the Macon Telegraph and News, was filled with 5 
members of the Georgia Advertising Managers’ Association earlier > 
(8,600,000 FULL-TIME HOMEMAKERS IN URBAN WHITE = month, when the group held a quarterly meeting there. . . 

FAMILIES WITH INCOMES OVER $20 A WEEK) 


Ged AGMGRIGASS NOONNE SOAS TONE ONONIEDS Gb OD SLDGEEMIADIEN GEADGRS _ John Benton Enea, president of Station WHAT and of Bo: “ 
PER COPY — 95.4% —OF ALL MAJOR MAGAZINES (Starch Report) reller Company, Philadelphia, celebrated his birthday Oct. 21... 5)*% 


members of the display advertising department of the Republi 


The American Home 


; where ~ er a 160, O Fu -f: . Gazette, Phoenix, Ariz., with executives of the newspapers and the 
ee columns of homemak- Oo OO : lies, “we ywood” a few weeks bac : yg -da} 
se 4 eRe pa A J amileds be families, “went Hollywood” a few weeks back, taking a _ three-G@) 
q rt 2 Bi jaunt to that glamor city... 
OR. hore Mmnany other ; P n 
pon major magazine The Public confession and retraction of an oration he delivered ‘ 
were published im the “Public Ownership—the Answer to the Trust Problem” in 1900 at H* 
iat eebinnontnelilete time of his graduation from Union College, Schenectady, has dé€’ 
ieiegiada snialinah y made by P. L. Thomson, Western Electric Company, in a speech bee" 


for 
Market-Place for . 


IDEAS ON LIVING, 


the annual graduate council meeting. He also announced the ©” 


my of an annual prize for the best essay by a Union student on the s¥° 
a Pad The Marketplace for IDEAS ON LIVING ject, “Private Enterprise—an Essential in Democracy.” . . = 
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Facts and Figures that are 


Tit 


Worth REAL MONEY 


ys ALMOST READY! 


rhe big 1940 Market Data Book Issue—the most important reference book in the 

ustrial field—is almost ready to go to press, and we invite you to reserve your copy® 

w. so that you won't be disappointed later. 

[he Market Data Book Issue is a complete encyclopedia of information that’s in- 
able to sales executives, advertising executives, advertising agencies, and every busi- 


ness executive who's interested in selling and marketing. No one who wants to learn 
more about potential markets for his products, and how to sell those markets most effec- 


ely, 


y, can afford to be without this book. 
The Market Data Book Issue is a big book. 


Last year’s issue contained 368 pages, 


ox 12 inches—about as big as the average city’s telephone directory. And it’s jam-packed 


with information. 


No “articles.” 


No “selling talks.” But FACTS and FIGURES that 
means DOLLARS AND CENTS to every sales executive. 


An Encyclopedia of Market Information 


{ TELLS how many manufacturing or sales organizations there are in any field; 


how much they sell; what they buy; where these companies are located; what kind 


of raw materials, machinery and supplies they use, and in what quantities; how the com- 


Major Fields Covered 


in The Market Data Book Issue 


(NOTE: In addition to the broad 
industrial fields listed here, scores of 
subdivisions of these markets are 
treated separately.) 

Advertising and Merchandising 
Alcoholic Beverages 
Automotive Industry 

Aviation 
Baking 
Banking and Financial 
Beauty Shops, Toilet Articles 
Bottling, Beverages, Soda Fountains 
Brewing and Malting 
Brick and Clay Products 
Building 
Business Equipment and Supplies 
Canned Foods, Fisheries 
Cement and Quarry Products 
Ceramics; Glass 
Chemical Process Industries 
Cleaning and Dyeing 
Clothing, Men’s and Boys’ 
Coal 
Commerce and Distribution 
Confectionery 
Dairy Products; Produce 
Drugs, Proprietaries 
Dry Goods, Department, General 
Stores 
Electrical 
Electronic Industries 
Engineering Construction 
Exports and Imports 
Farm Operating Equipment 
Florists, Seeds 
Flour Milling 
Food Manufacturing and Distribution 
Freight Traffic, Shipping, Warehousing 
Funeral Directors 
Furniture and House Furnishings 
Gas 
Grain and Feed 
Hardware 
Hospitals, Nursing, Institutions 
Hotels, Restaurants, Clubs 
Industrial Distribution 
Insurance 
Iron and Steel, Other Metals and 
Alloys and Metal Working 
Jewelry and Optical Goods 
Knit Goods, Underwear and Hosiery 
Laundries 
Lumber 
Machinery 
Manufacturing Industries 
Marine, Shipbuilding; Power Boats 

Meat Packing, By-Products 

Medical, Dental 
Metal and Non-Metallic Mining 
otion Picture Industry, Amusements 

Municipalities and Counties 

Oil, Petroleum 
Packaging 
Paint and Varnish 
Paper, Paper Products 
Photography 
Plastics 
Power Plants 
Printing, Publishing 
Purchasing 
Radio, Phonographs, 
Musical Instruments 
Railroads 
Refrigerating Industries 
Schools 
~heet Metal and Warm Air Heating 
Shoes and Leather 
ips, Detergents, Sanitary Products 
Sporting Goods, Toys 
Textiles 
Tires and Rubber 
Tobacco 
Transit Industry 
Welding 
Women’s Garments, Millinery 
Wood-Working 


M 


panies in the industry are organized; the 
names of all trade associations serving the 
industry; and all the information you want 
about the addresses, advertising rates, cir- 
culation and distribution of the business 
papers that serve that industry. 

One sales manager says he uses The Mar- 
ket Data Book Issue almost as much as his 
telephone book; an advertising manager says 
he finds the answers to questions he wants 
to know in it almost every day; still another 
has cleaned out a whole filing case full of 
material because all of it is included in easy- 
to-find form, in this one handy book. 


What The Market Data Book 


Issue Contains 
r IS IMPOSSIBLE to tell you, in this 


brief review, about all the helpful, useful 
material included in The Market Data Book 
Issue. But briefly, the book contains three 
broad types of statistical and research ma- 
terial: 

The basic information about every mar- 

ket, such as total value of products pro- 
duced; number of manufacturing plants; 
number of wholesale and retail outlets; dis- 
tribution of sales volume and plants by states; 
a list, including number of units and dollar 
value of products made and sold; types of 
machinery, materials and supplies used in 
the industry; buying habits of the industry; 
busiest season of the year, ete., ete. 

This material appears for almost 90 dif- 
ferent basic fields, and is further broken 
down by divisions of each industry, so that 
in all several hundred kinds of business— 
including every type of industrial activity you 
can think of—are presented. 

Every detail you want to know about 

every business paper serving any par- 
ticular kind of business, including name and 
address of publication, subscription price, 
circulation, frequency of issue, advertising 
rates, size of page, year of establishment, 
classification of readers by titles or by the 
kind of business they’re engaged in, and 
other essential information. 

This material also covers some 90 basic 
fields, plus 100 or more subdivisions of these 
basic fields, so you can tell at a glance which 
publications cover any particular business 
you may be interested in. 

3 A complete descriptive list of market 

data information which can be secured 
from business publishers, trade associations 
and other organizations serving each field, so 
that you can make a more thorough investiga- 
tion of any market, and you will know ex- 
actly whom to contact to get the information 
you need. 


Nothing Like The Market Data 
Book Anywhere Else! 


HERE IS no other encyclopedia of mar- 

keting information that contains anything 
like the wealth of statistical and research 
material covered by The Market Data Book 
Issue. For almost 20 years it has been the 
acknowledged authority in its field—used by 
thousands of sales, marketing and advertising 
executives, and by advertising agencies. 
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to You 


Plumbing and Heating Market Possibilities by States. 1938 
Types of Buildings in Which Number 
6.678 Air Conditioning Plants of Per cent 
Were Installed During 1937 plumbing of total 
in the Territories S = Population, Building Number and Bales pos 
Census Number of permits, of beating sibilities 
by 103 Utilities Bureau dwellings Income® 1937+ whole con im each 
Type of Installatio N State estimate (1930 census) Thousands Thousands salers tractors state$ 
puneosas. ” > = Alabama 2,710,000 654.565 $ 67,782 $ 11,473 “4 201 “4 
Apart ’ ? Arizoua .. 457,000 29.451 
c es, privates 1 See By Arkansas . 
Resid 1.504 = 2.787 04 California . 
Miscellanecus ie _™ 0 Colorado 
Total 2084 «482989 |= 
COMMERCIAL 
Avd'toriums 4 _ 330.50 5 
Banks ; 4 1.62604 gonasgoe 3.494.255" 
Barber and beauty shops 131 1.01945 “1eg01e = 818.5 
Brokers’ offices s '2a683 _— TG.erge 1,132,332 
oO . 0 
Chibes susie] Total enamels pall tubs (pieces) 1918.06" 1.216.890, 
Doctors’ and de , name tes ae esi® 333.75 
ore’ 8 mtiets’ cane oemeet iron lavator om 294,651 4.745,320° 
Funeral parlors 1a. 3.s37 >> - ’ 3,306,551° "168,618" 
Conditenion } ati im 110 Cities | jection) 148 s64° 1.467.278° 
Summer and Your Bound A Utilities as of January 1. 1998 |'s nansate, g20.280° 
. lity lines) 5 eve & 
tallations connected to public uti dat € 
(Includes only those a ie Dering a Tyee to ~e. 
27 
NGLAND 275 2 
EN eer, Conn is Bea 00 2 275.00 5 
Hartford, Conn 1 780 ry 
Augusta, Maine $i 2,208.63 “ 
Boston, Ma 3 13.75 
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Cambridge, Mass * 
dalden. Mass $ .s Kind of [a group. 1} +) 
Pittsfield, Mass 4 rr) Heating and p'viping “ 
Ralem, Mass ~) ; Heating 892 Dig with sheet oo 
caro coun ane - 
anc metal ing plumbing 
Heating. BIBINE: plumbing WIP, 194 T068 cS 
Mest metal rere) i 228 anh @ ynincorporated Dusi- 
m 
Plumbing «ii, sheet mets! Srietors and frm me tion Industry 
r) aes) af goes 1 am Tinchudes Se compensation for Pre _1935 Census of Constrne 
Ane nee nigh ” sos anes 
geit- come ine MET no B el 
989,07 OUTM CENTRAL .. 
16.13] Kentuck " 
140 asit ety Minnies ~# “3 
0, Mneasee 
2,260.0] Weer no s 
a.sonanie 22800 Ware asour™ Caivraat "” gfe 
10,015 Louisiana 23 
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sold separately or otherwinn meretiMe OF cooling media 193 — 29.526 834.023 
Industrial {inclading nf wise for air conditionneeea™ ; 161.510 = 60.137 37.35 
parately or otherwieg feratine OF cooling medi 10.186.107 1936... 228.927 99.8 Hy 4 
Retrigerating OF cooling we {oF Sir conditioning): 2" *0ld 1937... 224.628 ee7 = 32,014 
distributing outiets (Net!um sold to contractor 859.988 4 103,706 30,000 
wipments for mir (NOt Manufacturing alr condi ene Data supplied by 4 ; 
a Rnowledge as to the cpeaannine systems, when sar and Air Conditio “tomatic Heat 
washer= incleding soe ation Me avail be ue! deena sus and trade sonnet based on cep 


OOK at the statistical tables above, reproduced from the “Air Conditioning, 

Plumbing, Heating and Ventilating’ section of the 1939 Market Data Book 

Issue. If you are interested in these fields, wouldn't these statistics be worth REAL 
MONEY to you? 

The same type of authoritative market and statistical data as that shown here 
appears in the beok for almost 90 different industrial fields and several hundred 
subdivisions. (See list of major fields covered by the book, as shown at the left.) 

And that isn’t all. Tabulations and statistics like those shown here are only a 
portion of the factual, valuable material presented for each field. In addition there 
is a competent discussion of buying habits, organization of the field, publications 
serving the industry, ete. For example, the section covering “Air Conditioning, 
Plumbing, Heating and Ventilating’’ actually contained 11 full pages packed with 
essential basic market and media information. 


A Whole Marketing Library in Itself 


The Market Data Book Issue can be truthfully described as “a complete marketing 
library in one volume.” ‘There is nothing like it in scope, in completeness, in useful- 
ness, in ease of reference. It answers thousands of questions about markets and 
media—saves time and money—makes the job of gathering market information the 
work of minutes instead of days. You'll find yourself referring to it constantly— 
getting the answers to your own problems and those of your associates with lightning 
speed. 


How to Get Your Copy 


The Market Data Book Issue is a regular issue of “Industrial Marketing,” the 
monthly magazine devoted exclusively to the problems of merchandising, selling and 
advertising to industry. The subscription price of “Industrial Marketing,” including 
the 368-page Market Data Book Issue, is only $2 for a full year. There is no other 
way you can get this “marketing encyclopedia.” 

The Market Data Book Issue alone will save you many, many times $2 in time 
and effort, and in information service, during the coming year. With the addition 
of 12 monthly issues of “Industrial Marketing,” bringing you the newest ideas and 
the most authentic discussions of selling, marketing and advertising each month, you 
get a complete and well-rounded information and idea service that will be of invalu- 
able assistance to you and every one in your organization who is interested in the 
selling end of the business. 

Only enough copies of The Market Data Book Issue are printed to supply those 
who have ordered in advance. The issue will go to press within about 10 days, so 
send in your order today. Use the order blank on this page to make sure that you 
get YOUR copy! 


ee ee ere ee ee ee 


I want the New 1940 
Market Data Book Issue! 


INDUSTRIAL MARKETING, 100 E. Ohio St., Chicago: Enter my sub- 
scription for one year, beginning at once, and see that I get my copy of 
the 1940 Market Data Book Issue as soon as it is off the press. 


O #2 enclosed 0 Send me a bill 
Company 20... cc cccccsccscccceccsccsesreesssesssssssssssesseseses 


Address 
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October 30, 193¢ 


Club Leader Denies 
Feminine Antipathy 
Toward Advertising 


Objective Viewpoint Is. 


No Index of " Anti’ Ati-| Reals in advertising are tolerated 


tude, Council Told 


New York, Oct. 25.— Vigorous | 
refutation of the belief that women 
are over-critical of advertising and | 
of its appeal to the emotions was | 
made here last night by Saidie Orr | 
Dunbar, president of the General 
Federation of Women’s Clubs, in 
an address to the National Con- 
sumer-Retailer Council. 

Mrs. Dunbar’s address offered one 
of the first official declarations of 
united women’s groups upon con- 
sumer attitudes toward advertising. 
She emphasized that her remarks 
reflected the thoughts of leaders of 
several million club women, col- 
lege women, professional women 
and teachers, who are represented 
in the council through affiliated or- 
ganizations, and that the consumer 
movement had hitherto been an- 
alyzed, for the most part, only by 
advertising men and other profes- 
sional students of the movement. 

She scouted the theory that wom- 
en condemn the institution of ad- 
vertising per se. Even the home 
economics teacher, she observed, 
who has been accused by business 
interests of being the spearhead for 
the dissemination of anti-advertis- 
ing propaganda, is frequently more 
pro than con on the subject of ad- 
vertising. 

“These women,” she _ asserted, 
“are teaching the coming genera- 
tion of American buyers that ad- 
vertising is a fundamental institu- 
tion. They are impartial support- 
ers of advertising. They advocate 
it in spite of what you say about 
them. They reach the most re- 
sponsive market in America, and 


| “are 


represent a medium for advertis- 


ing that has the lowest possible line 
rate—it costs you absolutely noth- 
ing.” Despite their fundamental } 
grasp of the important place of ad- 
vertising in modern life, she warned, 
these teachers do not accept all ad- 
vertising uncritically, but support 
that which is sound and honest. 


“Emotions” Tolerated 


Even the use of emotional ap- | 
by consumers, Mrs. Dunbar de- 
clared. “Our lives,” she admitted, | 
largely guided by emotion. 
We do not deny that many of our! 
purchases are and will continue to) 
be guided by emotion. Nor do we} 
deny the right of advertisers to em- 
ploy within the limits of decency 
and honesty an emotional appeal | 
which will sell goods at minimum 
cost. But to say that the sum| 


| total of advertising is the emotional | 


appeal is like saying that the sum | 
total of a woman 
appeal.” 

She deplored the “mystical faith” 
of some advertisers in the emotional 
appeal as stemming from an under- 
estimation of the reader’s intelli- 
gence and urged a liberal mixture 
of facts and information with emo- 
tion as making for balanced copy. 

The main obstacles which stand | 
in the way of business-consumer | 
understanding at the present time, | 
she said, are “name calling” on the 
part of business when discussing 
the consumer movement, and fail- 
ure to distinguish between con- 
sumer interest and producer inter- 
est. Deriding the slogan of “what’s 
good for business is good for you,” 
Mrs. Dunbar accused business of 
not giving equal consideration to} 
the consumer’s problem. 

“Lack of appreciation of the im- 
portance of this matter of equality 
leads a business man into the ques- 
tionable psychology of dealing with 
a consumer group as the old fash- | 
ioned concept of the relationship of 


teacher and pupil or of parent and | 


child. 
the consumer interest and the pro- 
ducer interest and a willingness to 
treat with this consumer interest 


is her beauty | 


A clear distinction between | edge of psychology, 
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SALT LAKE TAK 


ES HOME A TROPHY 


ven ae 


a 


Prudential Federal Savings and Loan Association of Salt Lake City won first prize 
in the advertising exhibit at the U. S. Building and Loan League convention in 


Atlantic City. Displaying the trophy to 


the Salt Lake Advertising Club are (left 


to right) Thomas T. Taylor, Jr., president of the Prudential; R. T. Harris, head of 
the advertising agency of that name which handled the Prudential campaign, and 


George A. Moore, vice-president in 


charge of advertising for Prudential. 


rially improve business-consumer | to all alike regardless of the fact 
individuals 
differ greatly, and without facts or 
information to stimulate thinking 
and reasoning and so guide emo- 
tional response, there is confusion 
in eco- 


relationships.” 

Another issue to be resolved is 
that of “truth in advertising.” While 
admitting that advertising’s self- 
purging of dishonest and misleading 
methods had put 90 per cent of all 
advertising in the honest category, 
she claimed that the existence of 
half truths and implied truths with- 
in the 90 per cent hinders intelli- 
gent buying. 

The four-point economic program 
which organized women are evolv- 
ing, Mrs. Dunbar described as fol- 
lows: Preservation of American 
democracy; securing of enough in- 
come to satisfy wants; freedom of 
choice in the market place, and the 
accomplishment of these objectives 
through cooperation with business. 

Applying this program to the 
question under discussion, she said 


'that advertising as it exists today 


tends to upset the balance between 
the interests of different economic 
groups. Through superior knowl- 
she declared, 
the advertiser seeks to control hu- 
man behavior. 

“Since advertising appeals based 


on a basis of equality will mate-| upon emotional urge must be made 


O sales campaign is complete that does not include the three- 


quarter billion dollar Kentuckiana market, and no advertising schedule 


is complete without Kentuckiana’s key newspapers . . . 


Owners and Operators 


WHAS 


woo Watts, B70 K¢ 


Basic Columbia 
Outlet 


NATIONALLY BY 


The Conrier-Zournal 
THE LOUISVILLE TIMES 


REPRESENTED 


THE BRANHAM COMPANY 


that circumstances of 


and frustration resulting 
nomic waste. 


pressure testimonial. 


low 


tion of blindly trusting people.” 


sons in buying goods. 


dividual feels 
trated. 
expression 
sentment against business, 
though vague and 


tends to be vindictive.” 
Instrument of Education 
“The producer,” 


ment of business. 


ing. Some _ advertisers 


is to sell merchandise at a profit 


more social in its intent. 


educational.” 
One 

ducer 

| pointed 


Mrs. 
may lie 


antagonism, 
out, 


for consumer goods. 


tice in the automobile, telephone 


fying results to all concerned. 


sible terms, such as the A, B, C 


fruits and vegetables. 
is not possible 


terms should be agreed upon 


thing to sellers 


uct or service.” 


One of the most 


sumer, according to 
is via the label. 


Mrs. 
The 


facturers in 


jtiser cooperation, 
| ganization such 


“Such emotional control is fre- 
quently exercised through the high 
Even if these 
testimonials are genuine, and most 
of us believe that they are not, 
they are, in reality, an attempt to 
get one group of consumers to fol- 
blindly after another group 
without regard to need or quality. 
Advertising tries to make us a na- 


The most important tenet of the 
consumer program, she commented, 
is the desire of women to exercise 
freedom of choice to make compari- 
“Without 
freedom of choice in buying, the in- 
helpless and frus- 
This frustration finds an 
in an unfortunate re- 
which, 
indiscriminate, 


she continued, 
“looks at advertising as an instru- 
We look at ad- 
vertising as a powerful instrument 
of education for discriminating buy- 
maintain 
that the sole purpose of advertising 


‘ 


Many consumers say that the pur- 
pose of advertising should be much 
It should 
be constructive and scientific and 


solution to consumer-pro- 
Dunbar 
in the ac- 
| quiescence of business to the setting 
‘up of standards and specifications 
She added 
that this has been accepted prac- 
railroad, electrical and other fields 
for the past 20 years, with grati- 


“These statements or definitions 
should be stated in the simplest pos- 
designations now in use for canned 
Where this 
specifications and 
Standard terminology is what we 
‘all this common language of the 
market place, which means the same 
and to buyers. 
Without some common definitions, 
price has no meaning as an indi- 
cator of relative value of any prod- 


satisfactory 
methods of communicating informa- 
tion from the manufacturer to con- 
Dunbar, 
Consumer- 
Retailer Council, she said, has been 
studying the matter of labeling for 
more than a year, and is now pre- 
pared to help merchants and manu- 
solving this problem 


intelligently. 
Charts Co-Op Program 
Prospects for consumer - adver- 


through an or- 
as the Council, 


| were bright, Mrs. Dunbar said, if 
the following principles were ob- 


| served: Participation by consumer; 
| with representatives of their ow, 
choosing on a basis of equality wit, 
business representatives; full dis. 
closure of the purposes, personne! 
and sources and methods of cop. 
trol of all income of the coungij 
and no delegation of authority t 
speak for consumers except by the 
consumers themselves. 

The standard bearer for the ad. 
vertisers at this meeting was C. B 
Larrabee, managing editor of Print. 
ers’ Ink. He pointed out that con. 
sumer groups have often erred jp 
damning advertiser, product ang 
advertising when only certain ad. 
'vertising should be criticized. He 
'pointed to the long history of ad. 
vertiser and publication efforts ty 
raise the standards of the profes. 
sion. 

Mr. Larrabee observed an ab. 
sence of understanding and sym. 
pathy for advertising among 
consumer groups and a lack of 
objectivity in their research. This 
condition also obtains in so-called 
consumer publications, he said, 
which are governed by a propa- 
gandistic viewpoint. A careful an. 
alysis of these publications, he 
remarked, “will reveal not onl 
the adroit use of glittering general- 
ities, name calling and card stack. 
ing, but also misleading conclusions 
based on an insufficient or biased 
consideration of facts.” 

Sharing Mrs. Dunbar’s belief that 
closer relations between consumer 
groups and the advertiser are a dis- 
tinct possibility, the editor never. 
theless defended the right of manu- 
facturers to be proud of thei 
achievements in making this a bet- 
ter world for the buyer to live in 
“In spite of the anti-advertising 
propagandist,” he concluded, “some 
of whom see in their attacks on 
advertising a chance to attack the 
basic principles of the present social 
system, I am firmly convinced that 
advertising has been, is and will 
continue to be a force for consume: 
good.” 


Plan Fur Campaign 

An advertising and promotiona 
program to inform the consumer ol 
the improved fur quality of ranch- 
bred animals will be undertaken 
this fall and winter by two breede! 
groups, the United Mink Producers 
Association and Milligan and Mor- 
rison Silver Fox Producers’ As- 
sociation. Booklets, identificatior 
tags and tieups with retailers wi! 
supplement advertising in news- 
paper rotogravure sections and 
fashion business papers. William: 
Advertising, New York, handles the 
account. 


Korn Appointed 


Hance Brothers & White, Phila- 
delphia, pharmaceutical manufac- 
turer, has appointed J. M. Korn & 
Co., Philadelphia, to direct its ac 
count. 


Account to LeQuatte 


Edison-Splitdorf Corporation 
West Orange, N. J., has appointed 
H. B. LeQuatte, New York, to di 
rect the advertising of its spark 
plugs, magnetos and coils. 


— 
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COLLINS. 
MILLER & 
HUTCHINGS 


INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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Advertisers Get 
Full Picture of 
Consumer Activity 


(Continued from Page 1) 


counsel in 1935 and the subsequent 
establishment of 195 local con- 
sumer branches throughout the 
country. Women’s groups, educa- 
tional, church and labor organiza- 
tions, consumer cooperatives and 
private research bodies jumped on 
the band wagon in increasing num- 
bers. 

Today the ANA survey revealed, 
there are 11 major women’s groups, 
seven educational, three church and 
nine labor organizations, five con- 
sumer cooperative bodies and 17 
private consumer projects actively 
engaged in promulgating a program 
that possesses far-reaching impli- 
cations. 

Nine major objectives were out- 
lined as the chief aims of this army 
of consumer promoters whose num- 
bers, incidentally, are still not fully 
determined, although surveys have 
estimated the total membership at 
over 20,000,000. The aims were 
summarized as follows: 


List Major Objectives 


1. Establishment of a_ federal 
department of the consumer. 

2. Formation of consumer pres- 
sure groups to influence legislation. 

3. Development of information 
s descriptive labeling. 

4. Mandatory A, B, C, grade 
labeling. 

5. Minimum standards of manu- 


® facturing. 


6. Standardization of sizes. 
Use of product rating serv- 


3. More factual advertising. 

9. Establishment of consumer 
cooperatives. 

Analysis of the activities of the 
most energetic consumer groups 
disclosed economic philosophies 
that ranged from extreme left to 
extreme right. 

Women’s groups, the survey in- 


ilicated, concentrate their attention 


hiefly on the development of grade 
nd representation before 
overnmental regulatory bodies to 


pursue a zealous protection of con- 
umer welfare; church organizations 
re pressing aggressively for the 


} development of consumer coopera- 


ptives and the refinement of our 
pestablished economic order’ on 
| moral grounds; labor groups, with | 


, 


| 


| 


. 


both CIO and AFL elements seeing 
eye to eye, spotlight improved 
ibeling, establishment of a federal 


ment of consumer co-ops. 
An Arch Enemy 


soth consumer cooperative or- 


| ganizations and private evaluation 
} Services single out advertising as an 


arch enemy. Incidentally the mem- 
bership of Consumers Research was 
placed at 60,000, with 80,000 devo- 


tees credited to Consumers Union. 
The 


t ng services to agree on the 
‘ue of identical products was 
mentioned as a commentary on the 
tho oughness of their research. 
the dissemination of consumer 
niormation through educational 
channels came in for special treat- 
aaa at the hands of Dr. Kenneth 
Yameron, professor of marketing at 


Ohi . : . 4 | 
lo State University, whose inves- 


“gation of this subject was a spe- 


yaad, roject sponsored jointly by the 
merican Association of Advertis- 


In the City of Homes 


onsumer department and develop- | 


frequent inability of these two | 


Chicago, held open house last week. 


CHICAGO ART CENTER HAS FORMAL OPENING 
, ee 


ce. 


With displays of the outstanding work of more than 100 artists, Art Center, 
Peggy Brown, executive secretary, discusses 


“pe 2 


the panels with H. W. Norman of Sarra, Inc. 


ing Agencies and a group of lead- 
ing publishers. 

Indicative of the extent to which 
consumer instruction has _ been 
adopted as an integral part of mod- 
ern education was the estimate that 
last summer 41 such courses were 
offered in 26 colleges; that one-third 
of all the nation’s high schools 
include such courses in their cur- 
ricula; that 3,000 secondary school 
teachers devote their time to con- 
sumer education alone; that at least 
one third of all elementary and 
high school pupils are given instruc- 
tion of this nature; and that con- 
sumer courses are common to 34 
states, of which 20 mark them as 
mandatory. 


Follows Economic Thinking 


Education, Dr. Dameron pointed 
out, follows the economic thinking 
of the country. At the turn of the 
century, he said, economic instruc- 
tion was primarily of a- production 
and management nature; in the 
middle 1920’s this veered to mar- 
keting; and currently the trend is 
consumer enlightenment. He as- 
serted that teachers have thus far 


placed their greatest reliance in 
|material emanating from _ such 
sources as Consumers Union be- 


cause data originating in business 
sources has been so scarce. Schools 
will make use of commercial mate- 
rial if it is made available, he said, 
'and cited as outstanding successes 
‘in the category Household Finance 
| Corporation and Pequot Mills. Con- 
sumer education, he asserted, is in 
the transitional stage with educa- 
tors literally groping for facts. 

One of the highlights of the day’s 
program occurred when it was re- 
vealed that a recent nationwide 
survey of consumer opinion as well 
as the thinking of secondary school 
teachers, particularly those super- 
vising consumer courses, accentu- 
ated the headway that is being 
recorded by the consumer move- 
ment and pointed to the fertile 
ground that is being cultivated for 
even more significant progress dur- 
ing the next few years. . A total of 
5,000 interviews was conducted 
during the poll. 

Of those interviewed, 24 per cent 
had heard of the consumer move- 
ment and 10 per cent appeared to 
have a reasonable grasp of its 
development. Projected on a na- 
tional basis, this group would total 
about ten million people. The upper 
income brackets were best. in- 
formed on the subject. 

Approximately one quarter were 


—THe Eventnc BuLvetin is preferred for 
day by day advertising readership by more people 


than all other Philadelph 


la newspapers combined! 


(Survey figures by Ross Federal Research Corporation sent on request.) 


Su Filadeljehiia - Gy of Homes 
nearly creryledy reads 


We Evening Lulllin 


found to have read books of the 
“Your Money’s Worth” and “100,- 
000,000 Guinea Pigs” variety, with 
the upper income brackets repre- 
senting four times as many readers 
as the lower bracket. Among teach- 
ers, 83 per cent had read one or 
more of these books. Of all read- 
ers, 50 per cent declared the books 
had influenced their buying habits, 
while two-thirds of the teachers 
acknowledged this fact. Products 
mentioned in this connection were 
chiefly tooth pastes, cosmetics, 
breakfast foods and laxatives. All 
readers professed a lessened belief 
in all advertising. Teachers were 
more inclined than others to accept 
the information contained in these 
books at its face value. 

Of all of those interviewed, 21 | 
per cent had read one or more 
Consumers Union and Consumers 
Research reports, while among 
teachers alone 84 per cent acknowl- 
edged such reading. Forty-one per 
cent of the latter are now actual 
subscribers. 

Of all those interviewed, 11 per 
cent said they had attended lec- 
tures on the consumer movement, 
with three per cent declaring them- 
selves members of consumer co-ops. 
Asked whether the information dis- 
seminated through consumer lec- 
tures, co-ops and similar vehicles 
are biased, 85 per cent of the teach- 
ers answered negatively. 


Discuss Consumer Department 


On the question whether or not 
the spread between manufacturing 
cost and retail prices is too great, 
64 per cent of the subjects said, 
yes; 21 per cent, no, and 15 per 
cent said no opinion. The prob- 
lem of whether or not a consumer 
department should be added to the 
federal government brought an 
interesting divergence of opinion, 
with 45 per cent favoring such a 
move and 55 per cent opposing it. 
Sixty-one per cent of the teachers 
favored the proposition. 

From an advertising viewpoint, 
perhaps the most significant vote 
followed the query of whether the 
advertising leads people to buy 
things they don’t need or can’t 
afford. Of all those interviewed 81 
per cent answered affirmatively 


with the most vociferous. vote, 
strangely enough, coming from the | 
upper income groups. Only three | 
per cent of the teachers answered 
negatively. 

Asked whether stricter laws are 
needed to control advertising claims, 
59 per cent of all those interviewed 
said yes, with 87 per cent of the 
teachers casting their vote the same 
way. An interesting sidelight to 
this question was the fact that the 
upper income group, which usually 
abhors governmental regulation, in 
this instance reversed its stand. 

The usual wild guesses came in 
response to an invitation to esti- 
mate the advertising expenditure 
in behalf of common commodities. 
The vote was as follows: 15 
cent cigarette package — average 
guess, three cents spent for adver- 
tising; teachers, five cents; 15 cent 
breakfast food — average, three 


cents; teachers, four. One dollar 


face cream — average 20 cents; 
teachers, 25 cents. $75 radio set— 
average, $8; teachers, $11. The gen- 
eral belief was that 12 to 25 per 
cent of the retail price goes for 
advertising, regardless of the sales 
price or nature of the product. 

The windup of the session con- 
sisted of an evaluation of the con- 
sumer moyement from the view- 
point of a management executive,’ 
W. T. Nardin, vice-president and 
general manager, Pet Milk Sales 
Corporation, St. Louis. He warned 
business men against ignoring the 
existence of the problem or leaning 
to the belief that the passing of 
time will cure or eliminate it. 

“Powerful forces have provoked 
its conception and provided the 
needed sustenance for its vigorous 
growth,” he declared. “The causes 
are broader and deeper than mere 
misunderstanding or distrust of ad- 
vertising. They spring out of lack 
of understanding or misunderstand- 
ing and even distrust of the whole 
institution of business. 

“Business groups organize to fight 
the consumer movement by charac- 
terizing it as a ‘crackpot’ idea of 
irresponsible consumers would be a 
tragic mistake. To attempt to stop 
the movement by the adoption of 
platitudinous slogans would be 
worse than useless. It would only 
add fuel to the flame.” 


Gets Stone Tobacco 


Stone Tobacco Company, Phila- 
delphia, maker of Lord Jeff pipe’ 
tobacco, has appointed McKee &' 
Albright, Philadelphia, as advertis- 
ing counsel. D. E. Albright is ac- 
count executive. 


New Post for Broomfield 


John Broomfield has joined Ex- 
hibit and Research Service, New 
York, as consulting engineer. He 
was formerly with New York Mu- 
seum of Science & Industry and 
Toronto University. 


McCann-Erickson Moves 


McCann - Erickson has moved to 
50 Rockefeller Plaza, New York. 
Included in the new quarters, oc-: 
cupying three floors, are three con-' 
ference rooms, an art gallery and’ 


a radio audition room. 


‘What's My Name?’ 
Quiz Show Added 
to P&G Schedule 


New York, Oct. 25.—Procter & 
Gamble Company, which custom- 
arily presents a menu of script pro- 
grams to its radio audience, will 
turn to a quiz show on Nov. 4 when 
it becomes the third sponsor of 
“What’s My Name?” in behalf of 
Oxydol. Sponsored previously by 
Philip Morris & Co. and Bristol- 
Myers Company, the new addition 
to P&G’s already extensive list will 
be broadcast on Saturday from 7 
to 7:30 p. m. over 33 stations of the 
Red network of the National Broad- 
casting Company. Blackett-Sample- 
Hummert is the agency. 


Commentator for Detrola 


Detrola Corporation will add to 
the swelling ranks of news pro- 
grams with a 15-minute talk by 
Fulton Lewis, Jr., beginning Oct. 30. 
In support of Detrola radio sets, the 
Washington commentator will be 
heard on Monday, Wednesday and 
Friday at 7 p. m. over 13 stations of 
the Mutual Broadcasting System. 
Bass-Luckoff directs the account. 


Morrell Shifts Dog Show 


John Morrell & Co. has cancelled 
its present contract for “Bob Beck- 
er’s Chats About Dogs” to change 
the time and add 21 stations to the 
NBC network now carrying the pro- 
gram. Currently heard on Sunday 
from 3:45 to 4 p. m., the show will 
be shifted to 5:15 p. m. on Nov. 19 
and on Dec. 31 the stations will be 
added, making a total of 51. Henri, 


| Hurst & McDonald is the agency. 


Aeolian Selects Agency 


Aeolian Company, New York, has 
appointed Albert Frank - Guenther 
Law, New York, to direct advertis- 
ing of its line of pianos. News- 
papers and direct mail will be used. 


Studio Expands 


Fran Murray Studios, Cleveland, 
has moved to new and larger quar- 
ters in the Leader bldg. Ann Applas 
and Kenneth Heninger have been 


! added to the staff. 


in 


KGW 


BIG FACTOR IN 
SALES GROWTH OF 


ROY BURNETT 
MOTORS, INC. 


More than 200% growth in the 
past three years—that’s the story 


a nut shell of Roy Burnett 


Motors, Inc., De Soto and Plymouth distributor for 
Oregon and Southern Washington. 


But there’s another story on how that growth was 


accomplished. “Mr Burnett 


is the most consistent auto- 


motive advertiser in Portland,” states George McMurphey 


of the Pacific National Advertising Agency who handles 
the account. “And the major advertising factor in the 
growth of Burnett’s business has been the use of KGW 
night spots every night for the past three years.” 


MORAL: Use KGW or KEX—day or night—to reach responsive 
minds and pocketbooks in the rich Oregon Market. 


REW RADIO'STATIONS OF THE 
OREGONIAN 


PORTLAND + OREGON 


620 KC 
5000 WATTS DAYS 
1000 WATTS HIGHTS 


NBC RED 


National Representatives_ EDWARD PETRY & CO. INC. 
Chicago Detroit St.lowis Sanfrancisco Los Angeles 


New York 


1180 KC 
5000 WATTS 
CONTINUOUS 


NBC BLUE 


ae ae: 4 Meee , i MP a Se ER SER rr ee, ER aes Bi SN TE Seat So, a ee i aT I ie 
a = gigs ae 
| eee me 
res pean iGo "a oa pe , 
eee 
5 ‘ag re om ’ : 
a é cn 
4 -. ti P = | aed 
cea 0 S: i ib: 
= eee : , : ~~ * : . ‘ 
P + ‘uy | . © . al ’ | i. = E 4 
7 4 . oa : | a ee a 
5 a 8 * Fs: | pete Bh os! 
i 2 on - , . ‘| . | ie kag 
+ ' “ iy ro a 
. ' : ’ = ae 
— : org a ‘ i E 
é ; 3 ts : a & 7; we 3 j 
$ ; Bist, e 5 : = a - Z : fees bal ' i : 
% eee . —_ wa ce i 4 
| .. 7 “Te S-5, \ i a 
i ca . f] _ ee t ; 
— a3 > .o re 
Xa mi ee se ‘ P “post 
| ; “ = : ; — z me ape. hy ts sl 3 a 
| : —. a . Pe: : ; ae. . " ‘s | ids 
‘abe ee ula _ -—_" 4 _— a 
» . Ah Z 22 ’ ~ i ¥ ; , 2 a Pt: } a ie 
| . B - ee a # o 7 a be a 7 4 
. lL Y a? : a Cad “ nf re . | 
. Fs ; ‘- wu / — ar, 4 sy : se 
“a a 
ee 7 Fie 3 
| eee ; 4 
— l a a — 7 4 
- 
pe ery 
3 = 
; : . as 
/ 7 | ron li 2 
|| 2 ee. Sy 
| a 
Pe - . ‘ 7 
+ es 
ae 
: a - 
; pi 
r 7 <- IP 
S ee ‘ ppecoreinnen- tee ‘ ee hs 
pt pe | | . 
a §6ff hCINCREASE ms 
7 a 
C- . 
4 F — , a 
a a 9 
a) ¥ N 
<= rttrti(‘CsSSCisCS . 
le \ ss . 
sad 
rk rs. \ Ye~ ty 5 
— 
‘ | ee 7 * 
ee 
| er een! 
a) ee 
a wee 
Si 
la 
Pe 
a es 
are 
Mees: 
Ree. = eae 
pe aes 
: GP tore, 
ahd 4 tae ™ 
Pm ee a SE ER REE LO eae, 
( > 
r 3 
. ga oe 
ba Soy 
ae i ia OP oe eee ear * F ‘ Pm i : p= ede : “greg Reins: eh, , 7 : we : ae ; pe: Mos 
Pe SOR F ff — —_ ET NS OF a ee, ot ° 2 ¢ . : ‘A ai} 2 r uf ) y ’ f nm < i t a" , z oF 


26 


ADVERTISING AGE 


October 30, 1935 


50 Dailies Plan 
‘Know Illinois’ 
Roto Supplement 


Springfield, Ill., Oct. 26.—A roto- 
gravure supplement dealing ex- 
clusively with Illinois will be pub- 
lished simultaneously next May by 
50 leading daily newspapers, com- 
prising the membership of Illinois 
Daily Newspaper Markets. This 
edition, expected to consist of a 
minimum of 48 pages, editorial and 
advertising, will be a regular sup- 
plement of the May 4 or 5 issues 
of the member newspapers, and will 
go into the homes of over a mil- 
lion Illinois families. ‘ 

With the services of well-known: 
scientists, educators, and feature 
writers, the Illinois newspaper 
group expects to provide the read- 
ers of its papers with an unusual 
and interesting, profusely illus- 
trated history of Illinois — written 
simply and understandingly, and 
one whose authenticity cannot be 
questioned. Historical and up-to- 
the-minute photographs, illustrat- 
ing the progress of the State, will 
be taken by Clyde Brown, Chicago 
Daily News photographer. The art 
layouts will be executed by well- 
known Illinois artists, and the edi- 
tion will be enlivened with color 
pages, as well as the usual sepia. 

A special proclamation by Gov- 
ernor Henry Horner designating 
May 5-11 as “Know Illinois Week,” 
and commendations from other 
state and national officials, assure 
the publication of official promo- 
tional support. All schools, state, 
public and parochial, are working 
out a program whereby this roto- 
gravure supplement can be used for 
class studies. 


Paintings from “Life” 
Reproduced in New Book 


A new book by Peyton Boswell, 
Jr., editor of Art Digest, called 
“Modern American Painting,” fea- 
tures 86 color reproductions of pic- 
tures which appeared originally in 
Life. The book is published by 
Dodd, Mead & Co., and sells for $5. 

The book pays tribute to the con- 
tribution made by Life in educating 
the American public to an under- 
standing and appreciation of the 
work of contemporary artists in this 
country. All pictures reproduced 
except one were taken from the 
Life series. 


“Sunday Call” Makes 


Personnel Changes 

Frederick W. Thorne has been 
named vice-president and general 
manager of Newark Sunday Call, a 
newly created post. Harry A. Wap- 
share succeeds Mr. Thorne as busi- 
ness manager. 


Other changes include Louis 
Reshkin, advertising manager, and 
Louis F. Albert, Jr., circulation 
manager. 


Watchman to Rose-Martin 


Herbusch Corporation, St. Louis, 
has appointed Rose-Martin, New 
York, to direct advertising of its 
Electric Filter Watchman, an at- 
tachment for air conditioning units. 


 —————— — 


COMPARES READERSHIP BY PRODUCTS 


READING 
PERCENT = LINE 
t 
PAGE ADVERTISER LINES READING 00,000 
MEN MEN | WOMEN 
5 e pettestine : =. Ballantine's Ale&Beer| 1744 14 18 | 80.5 | 105.5 
2 |Mational Dist. Prod. Corp. | Gilbey's Gin 98 2 2 | 20.4 20.4 
36 |Mational Dist. Prod. Corp. |Windsor Whiskey 348 7 3 | 20.1 8.6 
35 |Jes. Barclay & Co., Ltd. Caravan Whiskey 390 - 2 | 23.1 5.1 
12 {[Schieffelin & Co. Teacher's Scotch a] 1 1] 11.9 11.9 
5 |Sherbrook yt Co. | Liquors 160 2 1 12.6 6.3 
25 | Gooderham & Worts, Ltd. G. & W. Whiskies 196 2 1 10.1 5.0 
35 |Hirem Walker & Sons, Inc. Ten High rey A 172 1 1 6.8 5.8 
28 |National Dist. Prod. Corp. |Bond & Lillard Whiskey) 165 1 1 5.5 5.5 
7 41 Co. of Ohio Sohio Gas & 011 1,486; 40 35 | 26.9 22.2 
2 |Studebeker Corp. Studebaker Champion 200 3 2 | 15.0 10.0 
5 |Cities Service Co. *Koolmotor® Motor 011 225 2 1 8.9 4.4 
30 | Dodge Brothers Corp. Dodge Trucks 170 1 1 5.9 5.9 
4 |Pure 011 Co. Tune Up Treatment 196 1 1 5.1 5.1 
10 fetes t an. E. J. Strained ~~ Poods 156 2 4 | 12.8 25.6 
7 |Wileon & Co. Weekly Menu (Recipes) 270 2 7 7.4 25.9 
2 |Seminole Paper Corp. Seminole Toilet Tissue 1 1 | 11.6 11.6 
26 |Heins & Co., H. J. Soups, ete. 672 3 6 4.5 8.9 
TOHACCO PRODUCTS 
28 rican Tobacco Co. Tareyton Cigarettes 90 2 1 | 22.2 11.1 
TOI QUIsI 
8 u > inc. Toilet Requisites 100 1 5 | 10.0 60.0 
24 | Proctor & Gemble Co. Teel Liquid Dentifrice| 536 2 7 6.0 20.8 
35 [Gillette Sefety Razor Co. Gillette Blue Blades 76 1 1 13.3 15.5 
37 |American Sefety Razor Corp.|Gem Razor Blades 168 2 1 | 11.9 6.0 
TRANSPORTATION 
6 |Penn-Ohio Coach Lines, Inc.| Bus and Boat Travel 100 2 1 | 20.0 10.0 


This chart shows what the readership survey of the Akron Beacon Journal re- 
vealed as to interest in copy of national advertisers for a variety of products. 


Research Foundation Issues 
First of Readership Studies 


New York, Oct. 27.—The opening 
gun in what promises to be the most 
important investigation ever made 
into newspaper readership habits 
was fired here today upon publica- 
tion of the initial report in “The 
Continuing Study of Newspaper 
Reading,” conducted by the Adver- 
tising Research Foundation in co- 


operation with the Bureau of Ad-. 


vertising of the American News- 
paper Publishers Association. 

The study will consist of a series 
of reports on the readership of both 
advertising and editorial features of 
a single issue of an individual news- 
paper. Subsequent reports on other 
papers will be issued two or three 
times each month, it was revealed. 


A Continuing Investigation 


Study No. 1 is devoted to the 
July 27, 1939, issue of the Akron 
Beacon Journal. Although the facts 
uncovered in this first survey will 
doubtless prove most interesting to 
agencies, advertisers and newspaper 
publishers, Richard Compton, presi- 
dent of Compton Advertising and 
chairman of the board of directors 
of the Foundation, urged that those 
using the report forbear from draw- 
ing conclusions which are prema- 
ture and which are not justified on 
the basis of a single study. He 
stressed that the study will be a 
continuing investigation, and that it 
would be wise to withhold judgment 
on such factors as the best position 
for advertising copy until more data 
is available. 

ANA Members Comment 


A review of the study elicited 
considerable comment from the 
Association of National Advertisers, 
in convention this week at Hot 
Springs, Va., where it was described 
by Edwin S. Friendly, business 
manager of the New York Sun and 
chairman of the committee in 
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“LULLABY” 


BED LAMP AND RADIO 
PREMIUM SENSATION 


New! Never 
Premium use 


before offered for 
Powerful 5 tube super 
circuit gives 7 tube operating effi- 
ciency. Pulls in distance Requires 
no aerial or ground Beam power 
output with Dynamic speaker—won 
derful tone. Tubular G. EK. bulb gives 
soft glareless reading light—-easy on 
the eyes. 


THE OOMPH PREMIUM THAT 
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order for 
real 


with novelty. Fin 

throughout Rush sample 
personal inspection It's a 
“sales builder.” 
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Never Before Offered for Premium Use 
Write, Wire or Phone Your Order Now 


D. A. PACHTER COMPANY 


Chicago, TL 


charge of the Bureau of Advertis- 
ing, as a “new measure of what it 
costs to make reader impressions 
through advertising.” 

Mr. Friendly predicted that the 
project will soon be known as one 
of the greatest developments in 
newspaper advertising. 


Will Reveal Difference 


| “We are confident it will reveal 
-as never before the difference be- 
| tween the good use and ineffective 
|use of newspaper space,” he said. 
| “This is important because results 

from the best advertising medium 
'depend upon the advertiser’s abil- 
| ity to use it. We also view this 
|study as a welcome addition to 

advertising knowledge, the intro- 
| duction of another exact quantity 

into this still inexact business of 
| advertising.” 

Publication Research Service, for- 
merly Gallup Research Service, did 
the field work for the study. The 
administrative committee which is 
|directing the research for the 
| foundation includes two representa- 
tives from the Association of Na- 
tional Advertisers, two from the 
American Association of Advertis- 
jing Agencies and two from the 
| Bureau of Advertising. Included 
'are: Lee H. Bristol, Bristol - Myers 
| Company; Stuart Peabody, Borden 
Company; William G. Palmer, J. 
Walter Thompson Company; Henry 
Eckhardt, Kenyon & Eckhardt; Wil- 
| liam G. Chandler, Scripps - Howard 
| Newspapers; and Charles F. Mc- 
| Cahill, Cleveland News. 

The report on readership of the 
Akron Beacon Journal, like the 
others which are to follow, is based 
on personal interviews with a care- 
fully selected cross section of the 
population of the city. Investiga- 
tors visited those questioned 24 
hours after publication of the paper, 
and checked each editorial feature 
and advertisement for those read- 
ers who remembered reading the 
item in question. 


Feminine Percentage Higher 


The survey disclosed that 97 per 
cent of the women and 80 per cent 
of the men read at least some ad- 
vertising in the 44-page paper. 
Fifty-nine per cent of the women 
and 56 per cent of the men read 
some national advertising. 

Of the 24 pieces of national copy 
more than 70 lines in size, the larg- 
est insertion, which was placed by 
Standard Oil Company of Ohio, at- 
tracted the most readership, 40 per 
cent of the men and 33 per cent of 
the women. One interesting finding 
was the readership of a 175-line 
cartoon-style insertion of P. Ballan- 
tine & Sons, which far 
other copy of similar size. 

The report contains the complete 
issue of the Journal with the sur- 
vey findings on percentage of read- 
ership of each item noted on the 
reproduction of the paper itself. In 
those cases where an advertisement 


outranked 


was divided into several parts, rat- | 


ings were obtained for the various 
component parts. 

* The survey inevitably will prove 
as illuminating to newspaper pub- 
lishers as to advertising men, since 
it shows that some highly touted 
features get short shrift at the 
hands of readers, while others less 
publicised have developed substan- 
tial followings. The comic strip 
came out with flying colors in the 
analysis of the Akron Beacon Jour- 
nal, ranking high in popularity both 
with men and women and amply 
justifying the advertising field’s 
wide use of this device. Only one 
or two stories on Page 1 were more 
thoroughly read than the comic 
strips, most of which appeared on 
Page 43. 

The cumulative study, when com- 
pleted, will provide some measuring 
stick as to the readership which a 
well planned advertisement may 
expect. While generalizations based 
on the single analysis are dangerous, 
as Mr. Compton pointed out, prob- 
ably the most surprising fact de- 
veloped was the way men looked 
over women’s shoulders at adver- 
tising designed exclusively or 
chiefly for the latter. Yeager’s 
Department Store ran an eight-page 
section in the Beacon Journal. Of 
the men queried, 33 per cent ad- 
mitted having read some part of 
the section, against 65 per cent of 
the women. While male interest 
tapered off later in the session, the 
lowest masculine readership re- 
ported for any page was 7 per cent 
and the average was much higher. 


ee | 


cent of the men and 40 per cent os 
the women read some part of the 
page on which this copy appeareg 

“Smart” headlines in small spage 
failed to help the readership. Ope 
advertisement of shirts headeg 
“They fit like a freckle,” pulleg 
only 1 per cent of the women ang 
another 1 per cent of the men. 4p 
advertisement for an anti-fat rem. 
edy in slightly smaller space hag 
the same record. A baby foo 
advertisement on the same page 
but in larger space was read by 2? 
per cent of the men and 4 per cen; 
of women. 

A page for O’Neil’s store, jy 
which the layout showed some 
appreciation of the value of white 
space, attracted 11 per cent of the 
men and 58 per cent of the women 

The daily magazine page, which 
was read by 54 per cent of the men 
and 91 per cent of the women, dig 
not extend its popularity to the 
advertising thereon. Copy for a4 
liquid dentifrice attracted only 2 
per cent of the men and 7 per cent 
of the women, due possibly to lack 
of change since the campaign began 


Other Batting Averages 


The People’s Service Drug Stores 
full page advertisement was read 
in whole or part by 18 per cent of 
the men and 35 per cent of the 
women, perhaps due to an effort 
to add variety to the copy, largely 
of the sales type, by boxes, illustra- 
tions, and other stoppers. Wal- 
green’s crowded space drew only 12 


READING 
PERCENT PER LINE 
PAGE ADVERTISER ADVERTISEMENT LINES READING PER 100,000 
READERS 
MEN |WOME MEN WOMEN 
- — 
AUTOMOTIVE 
42 |Herbert Fowkes, Inc. Auto Dealer 70 6 1 85.7 14.3 
42 | Thornton-Chevrolet, Inc. Auto Dealer 70 5 1 71.4 14.3 
42 | Dave Towell, Inc. Auto Dealer 168 7 1 41.7 6.0 
42 |C. W. McCarthy, Inc. Auto Dealer 168 7 1 41.7 6.0 
42 |Conert Motor Co. Auto Dealer 168 7 1 41.7 6.0 
42 |Walker Sales Co. Auto Dealer 142 5 1 35.2 7.0 
36 |Willemson & Pearson Auto Service 84 2 1 23.8 11.9 
42 |Greenwald's, Inc. Auto Dealer 422 8 1 19.0 2.4 
37 |Gassy's, Inc. Auto Accessories 750 12 2 16.0 2.7 
42 |Market Motors Auto Dealer 504 8 1 15.9 2.0 
33 |Cook Bros. Tire Service Tires and Equipment 280 2 1 7.1 3.6 
BOOTS AND SHOES 
2 |Koch's Shoes 280 7 6 25.0 21.4) 
10 |Robinson Boot Shop Shoes 224 1 5 4.5 22.5 | 
30 | Hafey's Shoes 140 1 2 7.1 14.3) 
35 | Lang's Shoes 196 2 1 10. 5.1] 
BUILDING SUPPLIES, ETC. | 
40 | Sears-Roebuck Heating Systems 238 3 1 12.6 4.2) 
CLOTHING STORES | 
8 . eames Summer Hats 308 3 23 9.7 74.7 
36 | Bond Clothes Shirts 681 13 5 19.1 7.3| 
3 | Richman Bros. Suits 350 2 3 5.7 8.6} 
26 | Pisher's Miscellaneous 622 3 5 4.8 8.0) 
DEPARTMENT STORES - MAIN STORE | 
8 | O'Well's Shoes 176 2 17 11.4 96.6 | 
8 | Kresge Luncheon Cloths 196 1 14 5.1 71.4 | 
3 |Polsky's Miscellaneous 1,720 “4 55 8.1 51.9) 
13 | O'Neill's Miscellaneous 1,244 5 36 4.0 28.9) 
10 | Kresge Miscellaneous 2 1 7 4.0 28.0) 
15 | Yeager's Sale Announcement 2,488 28 50 11.3 20-1) 
14 | O'Neill's Miscellaneous 2,488 ll 58 4-4 25-3 | 
9 |Akron Dry Goods Co. Miscellaneous 1,120 5 21 4.5 18.8} 
7 |Yeager's Announcement 311 2 5 6.4 16-1} 
17 | Yeager's Women's Wear 2,488 7 45 2.8 18.1) 
18 | Yeager's Miscellaneous 2,488 4 32 5.6 12.9) 
28 |W. f° Grant Clearance Sale 666 2 10 3.0 15.0} 
21 | Yeager's Purniture 2,488 ll 33 4-4 13.5 | 
16 | Yeager's Household Goods 2,488 9 35 3.6 14.1} 
19 | Yeager's Women's Wear 2,488 7 35 2.8 14-1) 
11 | Pederman's Miscellaneous 1,120 3 15 2.7 15.4 
13 |O'Neil's (Wilson) (Weekly Memo) 311 1 4 3.2 12.9] 
20 |Yeager's Household Appliances 2,488 10 30 4.0 12.1} 
33 |Yeager's Optometrist 168 1 1 6.0 6.0 
31 |Sears-Roebuck Miscellaneous 2,488 10 19 4.0 7.6 
DEPARTMENT STORES - BASEMENT 
2 ell's 4g Shoe Repair 84 1 4 11.9 47.6 
4 |Polsky's Towels 1,680 13 §1 727 30-4) 
12 O'Neil 's Miscellaneous 1,250 8 20 7.2 16.0 
22 |Yeager's Miscellaneous 488 33 2.8 13.3] 


Announcement of a department store sale elicted the greatest reader interest 
among local advertising copy listed in this chart which continues the product 
copy analysis of the adjoining chart. 


While many conclusions might be 
drawn from these facts, one expert 
said the obvious one is that men 
expect to have something to say 
about the type of home equipment 
bought, even if they allow their 
wives to purchase their own garb 
without comment. 


Poor Craftsmanship Shown 


Some of the tightly packed drug 
store bargain copy which appeared 
in the Beacon Journal showed much 
less effectiveness than is generally 
attributed to it. In the case of 
Eckerd’s drug store, only 7 per cent | 
of the men and 13 per cent of the | 
women read the sale copy, accord- | 
ing to the survey, though 20 per} 


per cent of the men 
cent of the women. 
The sports page was shown to be 
highly popular with men, but none 
of the advertisers who used it was 
able to cash in on this interest 
While 76 per cent of the men rea¢ 
the sport page, only 13 per cent sa 


and 19 pe! 


|a shirt advertisement which occu- 


pied good size space. Of the 36 per 
cent of the women who also ad- 
mitted reading the sports page, onl) 
5 per cent scanned the same advel- 
tisement. A whisky ad on the sam 
page drew 7 and 3 per cent of the 
two types of readers, and a sma! 
service station advertisement ° 
the same page attracted only 2 an¢ 
1 per cent. 


Count the Dollars! 
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LARGE SPACE WINS HIGH READERSHIP FOR SOHIO COPY 


wURSDA Y. SULY 27, 1899 


Today In Labor 


EARLY C.L0. DRIVE | 
ON BUILDERS SEEN 


Dalrymple Expects Quiek| “*_: 
Etiorts To Enlist Workers; | 


ANY FOR PAGE 


AKRON BEACON JOURNAL 


wepuem ane the Lorde Supper) 


~~ TOLERANCE THEME: ===>. 


FOR A WORLD THAT 


MAKES ITS DREAMS COME TRUE! 


We eat breakfast in New York, and tomorrow lunch in London... we watch a 
baseball game from our living room, forty miles away ... we pick up a telephone 
) in Hartsville, and chat with a frignd 2,000 miles at sea. @ It's a world chat makes 
its dreams come truc, and for the cars it drives Standard Oil has developed a great 
modern gasoline—SOHIO SUPREME. Its smooth, silent surging power belongs o tmp totem of 
in this brave sew world that wears seven-league boots and laughs at distance! 


SOHIO SUPREME |= 


+++ THE PREMIUM MOTOR FUEL FOR MODERNS! 


to SOHIO Ethyl 


SOHIO SUPREME... 
the great successor 
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The large-space Sohio insertion ranked first among all national copy appearing in the checked issue of the Akron Beacon 
Journal, attracting 40 per cent of men readers and 33 per cent of women readers. 
the readership percentages for various portions of the advertisement. Editorial features of the newspaper were also checked, 
revealing that, in this instance at least, women seemed much more interested than men in news stories which dealt with 


Hedda Hopper to 
Star for Sunkist 


on New Program 


Los Angeles, Oct. 26.—One of its 
frequent excursions into radio will 
be made by Califérnia Fruit Grow- 
ers Exchange beginning Nov. 6, Rus- 
ell Z. Eller, advertising manager, 
announced today. On that day, 
Hedda Hopper will begin a thrice- 
weekly 15-minute program over 
Columbia Broadcasting System, fea- 
‘uring news, fashions and dram- 
atizations of the life stories of mo- 
on picture stars. 


Continue Health Story 


; Special promotion will be placed 
ack of the new radio program, to 


% aired on 28 stations. Newspaper 
‘nnouncements of the radio offer- 
‘ng will appear in 72 papers in 31 


‘ities on Nov. 6, 8, 10 and 20, and 
“@4in later in the season. Both 
*mons and oranges will be pro- 
moted by Miss Hopper, whose Hol- 


| Advertising Agency, 


tragedy. 


Other black ovals in the insertion show 


lywood newspaper column is widely 
syndicated. 

While “Hedda Hopper’s Holly- 
wood,” the new Sunkist program, 
will touch incidentally on the value 
of lemon juice, soda and water as 
a health drink, magazines and farm 
papers will carry the principal bur- 
den. This advertising will also con- 
tinue to emphasize the importance 
of hot and cold lemonade in season, 
as well as the appetite appeal of 
lemon foods. 

Business papers will be used to 
merchandise the fall and winter 
campaign to dealers. Newspapers, 
which played an important role in 
the movement of Valencias during 
the summer, will again be used next 
summer. Winter promotion of 
grapefruit will take the form of re- 
tail store demonstrations. Lord & 
Thomas handles the account. 


Features Diesel Trains 


Baltimore & Ohio Railroad has 
Started an extensive newspaper 
campaign in Eastern cities, featur- 
ing its two Diesel-powered stream- 
liners, The Royal Blue and Colum- 
bian, between New York, Baltimore 
and Washington. Richard A. Foley 
Philadelphia, 
handles the account. 


Nusbaum Advanced 


William H. Nusbaum has been ap- 
pointed advertising and publicity 
manager of John G. Myers Com- 
pany, Albany department store. He 
has been with the store since 1937. 


Olfees New Dollar 
Bill as Guarantee 
for Wonder Bread 


(Continued from Page 1) 
bread, the dollar bills are immedi- 
ately forthcoming. According to 
company spokesmen, the initial an- 
nouncement of the offer last week- 
end has produced only about 20 re- 
quests for the money. Continental 
takes the trouble to deliver the dol- 
lar bill personally to the disgruntled 
customers. In this way it hopes to 
learn the “background” of the dis- 
approval as well as to restore good 
will for the company. 

Continental’s confidence in the 
superiority of its product is based 
on a series of “blind” tests it has 
been conducting for the past three 
years. Of the 562,578 women in- 
volved in these tests, 508,960 are re- 
ported to have chosen Wonder 
bread. 

Further results from the cam- 
paign are being awaited before a 
decision to extend it to other areas 
is reached. Benton & Bowles is 
the agency. 


Glidden Advances Lotz 

P. L. Lotz, formerly director of 
merchant sales, has been named 
manager of advertising and sales 
promotion for trade and industrial 
sales in the paint and varnish di- 
vision of Glidden Company, Cleve- 


Rising Costs 
Eyed by Four A's 
in Coast Conclave 


(Continued from Page 1) 
Hamilton said that the experiments 
of Station KFBK in this direction 
prove conclusively that the news- 
paper of the air has a brilliant 
future, particularly in rural areas, 
and offers a new and more potent 
medium in tapping farm markets. 

C. D. Jackson, general manager 
of Life, New York, said that the 
success of that magazine proves 
beyond doubt that the advertise- 
ment which is lavishly illustrated 
has a greater chance for success 
than the one which relies chiefly on 
type for its appeal. 

The rising cost of the agency 
business and the difficulty of main- 
taining anything resembling ade- 
quate net profits provided the theme 
for several speakers. Walter A. 
Burke, assistant general manager of 
McCann-Erickson, Inc., explained 
a budget plan which enables the 
agency to maintain profit. T. T. 
McCarty, president of the McCarty 
Company, Los Angeles, told how 
some of the leaks in agents’ costs 
may be plugged without impairing 
service to clients. Dan B. Miner, 
head of the Los Angeles agency of 
that name, discussed the rising tide 
of demand for more and more serv- 
ice by advertisers and said that cost 
analyses will help the agency to rec- 
oncile this insistence with the un- 
stretchable 15 per cent. 


Speculation Criticised 


Joseph R. Gerber, Joseph R. Ger- 
ber Company, Portland, tied in with 
this topic in a talk on solicitation of 
new business, which he said too 
often takes an inordinate part of the 
agency dollar. Abandonment of 
speculative methods is essential, he 
said, if the agency is to remain 
solvent. 

Other speakers on the program 
were C. P. Constantine, vice-presi- 
dent of Botsford-Constantine & 
Gardner, Portland, who told of “The 
Menace from Within”; Archibald M. 
Crossley, of Crossley, Inc., who told 
of the latest developments in re- 
search; Allen L. Billingsley, presi- 
dent of Fuller & Smith & Ross, 
Cleveland, who reviewed the work 
of the Four A’s, and Frederic R. 
Gamble, executive secretary of the 
Four A’s. 


Ice Group Plans Meet 


National Association of Ice Indus- 
tries will hold its annual convention 
at the Sherman Hotel, Chicago, Oct. 
31-Nov. 3. 


United Aircratt 
Accents Peacetime 


Role of Planes 


East Hartford, Conn., Oct. 25.— 
Lest it be forgotten that the air- 
plane has a function in modern 
civilization other than that of drop- 
ping bombs on unprotected cities, 
United Aircraft Corporation has 
devoted the latest insertion of its 
current series of advertisements to 
reminding people of the peaceful 
phases of the aviation industry. 


Map Shows Routes 


While news columns play up the 
large war orders aircraft manufac- 
turers have recently received, a 
page in Time over United’s signa- 
ture, headed “Aircraft in Peace,” is 
accompanied by a map sketching 
the routes of America’s 24 leading 
airlines. “Every 24 hours, night 
and day,” copy states, “they are 
flying a distance equal to more than 
10 times around the world, carry- 
ing ever-increasing loads of passen- 
gers, mail and express with un- 
paralleled speed and safety.” 

The advertisement is in the inter- 
est of Hamilton Standard propellers, 
with which, it is pointed out, 99 
per cent of the mileage registered 
by these airlines is flown. The 
campaign, which is confined to 
Time, is placed through Platt- 
Forbes, New York. 


FTC Ends Hearings 
on Vitamin Claims 
Made by Pond's 


New York, Oct. 26.— Hearings 
were completed here this week on 
the Federal Trade Commission 
charge of misleading advertising. 
Decision was reserved and it will 
probably be several months before 
a verdict is announced. 

The case involves skin vitamin 
claims featured in Pond advertis- 
ing for several years and was insti- 
tuted in May, 1938, as the first ma- 
jor action taken by FTC after the 
Wheeler-Lea amendment became 
effective. 

Hearings were featured by expert 
testimony of physicians called by 
Pond to support its claim that bene- 
ficial results can be achieved 
through skin absorption of vita- 
min A. 


Attend KDKA Dedication 


Executives and time buyers of 
advertising agencies from New 
York, Chicago, Philadelphia, Bos- 
ton, Cleveland, Cincinnati and St. 
Louis will attend the dedication of 
the new 50,000 watt transmitting 
station of KDKA, Pittsburgh, 
Nov. 3-4. 


RADIO 


By Warren B. Dygert 


Assistant Professor of Market- 
ing. N. Y. U.. and Secretary 
and Account Executive, F. J. 
Low Agency. 


261 pages, 6x9 illustrated, $3.00 


How to determine value 
of radio as an advertis- 
ing medium for your 
product... 


How to decide the kind 
and size of program for 
your purposes... 


How to assist in the 
production of a good 
radio program .. 


THIS BOOK TELLS, 


in terms of the ad- 
vertiser’s interests 


Position 


Company 


land. 


How to get the most out of 
radio advertising 


. .. told plainly for advertisers, small or large, who want to 
“take up” radio and do a good job, or who are “on the air” and 
want to improve their methods and program. 


How to check the Sate csccee 
effectiveness of broad- 
casts... Address .... 


AS AN 


ADVERTISING MEDIUM 


A concise, practical manual of radio as a busi- 
ness-building tool—a non-technical treatment that 
makes the workings of this medium clear, also 
shows all the vital factors to consider in deciding 
whether to use radio advertising, and when and 
how to use it for best results. 
twenty-five readable chapters cover everything 
from television to transcriptions and spot broad- 
casting, from dealer cooperation to foreign broad- 
casting, from showmanship to popularity ratings. 


Comprehensive ; 


i i el 
10 DAYS’ EXAMINATION—SEND THIS ON APPROVAL 
COUPON 


McGraw-Hill Book Co., Inc., 330 W. 42nd St., N. Y. C. 


Send me Dygert’s Radio As An Advertising Medium for 10 days’ 
examination on approval. In 10 days I will send $3.00 plus few 
cents postage or return book postpaid. (Postage paid on orders 
accompanied by remittance.) 


City and State os gece ; aenecconeses 


. Age-10.-30-39 


(Books sent on approval in U. S. and Canada only.) 
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The rates for this department are as follows: 


“Help Wanted,” “Positions 


ash with order. 


Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 


Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


Write for folder describing discounts for term insertions. 


POSITIONS WANTED 


POSITIONS WANTED 


ADVERTISING SPACE SALESMAN, 
experienced man, wide acquaintance, 
wants Eastern representation of lead- 
sublication or position as sales- 
man or manager Eastern office. 
19x 1931, ADVERTISING AGE, N. Y. 


NEWSPAPER PROM. MGR., 32, Lrish, 


ind slightly wacky, wants surcease 
from desk job. Contact, idea ability 
proven ° 

a. 1438. ADVERTISING AGE, Chego. 


SKY-FIGHTER CONTEST PLAN 
Timely, thrilling copyrighted idea ex- 
hanged for copywriter’s position. 

Cc. Johnson, Nassau Ave., 
Glen Cove, N. Y 


SEASONED COPY & CONTACT MAN 
with accounts that help pay salary 
has ample time for capable copy and 

ontact work with sound agency. Over 
“> years agency experience writing 
/COPY for and HANDLING household, 
farm paper, electrical, food AC- 
COUNTS, ete. Very successful in de- 

eloping accounts, 

Box 1937, ADVERTISING AGE, Chgo. 


PUBLICITY ADVERTISING 


EXPLOITATION 
Exceptionally high type executive. 
College grad. 36 young in years. Ready 
to accept immediate position. 

Traveled extensively in S.A., Far 
Kast and Central Europe also little} 


f Al 


nerica. 
Have handled exploitation on inter- 
national seale, represented Govern- 
ents in Europe, served as newspaper 
rrespondent France, Germany and 
Ethiopia. Held editorship of five pub- 
ations. Familiar with all phases 
f advertising, publicity and exploi- 
ition. Free to travel. Speak eight 


‘Copy Tester’ on 
View at New York 
Science Museum 


New York, Oct. 25.—The Scana- 
cord, a new device for measuring 
|¥the attention value of advertise- 
ments and other printed matter, has 
been installed at the New York 
Museum of Science & Industry in 
Rockefeller Center in order to 
} broaden the scope of its testing. 
Leonard E. Luce, co-inventor 
} with Herbert A. Thompson of Scan- 
acord, explained that the device was 
}placed in the museum in order to 
gain the increased “circulation” of 

isitors. He said that the move 
should accelerate the study which 
the two men have been making for 
the past year. 


Registers the Jumps 


The Scanacord, which was de- 
‘cribed in detail in ADVERTISING AGE, 
March 6, registers the jumps, stops 
nd pauses of the reader’s eye as 
© looks at a printed page before 
It is now being used in pre- 
ublication analysis of advertising 
‘the Arthur Kudner agency, with 

both men are connected. 

At the museum, the Scanacord is 
ining visitors in return for 
search findings which 
possible. Those who care to 


im 


device are confronted with | 


tisements from magazines, and 
e front page of newspapers, 

mes of which have been re- 
Mr. Luce declared that it 

i be at least six months before 
nt data can be collected to 

“an announcement of their 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 


THE LETTER SHOP, Inc. 


HO So, 


Dearborn St. 
CHICAGO 


Wabash 8655 


J. J. GIBBONS LIMITED - 


8c 


they | 


GIBBONS KNOWS CANADA 


Stenographer-Secretary. Young 
woman, late 30s, Protestant. Long edi- 
torial experience on weekly trade 
journal. Responsible; retentive mem- 
ory. Over ten years present position; 
seeks change with a future. Address 
Box ADVERTISING AGE, N. Y. 


COPY AND HEADLINE WRITER 
I'm poor in pocket, I’m rich in 
mind, am capable young copywriter, 
with a mind worth your time. 
Box 1940, ADVERTISING AGE, 


ae 


It's an EASY JOB selling my copy to 
clients! Though young, 25, have been 
employed by big 4A agency for last 
3% years writing best copy in nation 
on high and low unit consumers 
goods, industrial products. Can prove 
it! Let me. 

Box 1936, ADVERTISING AGE, Chgo. 


SPECIAL SERVICES 


NEW WAY TO SAVE MONEY! 
Even tho your budget is extremely 
limited, spend it effectively. Utilize 
this newest process which does away 
with expensive typesetting and cuts!! 
Perfect process for all sorts of Pic- 
torial, Advertising, Literature, Sales 
Letters, Price Lists, Catalogs, Book- 
lets, Bulletins, Broadsides, etc., etc. 

SHORT RUNS NO PENALTY 

Any size can be furnished. 

500 COPIES (8%"”x11") $2.63 

Additional hundred copies only 22ec 


Even lower prices to quantity buyers. 
Send for free informative book. 
Laurel Process, 480 Canal St., N. Y. C. 
Just phone WALKER 5-0526, if you 
are in New York City and Metropoli- 
tan Area. A trained representative 

will give you complete details. 


No Revocation of 
WMCA License, 
FCC Announces 


Washington, D. C., Oct. 26.—Sta- 
tion WMCA of New York, owned 
| by the Knickerbocker Broadcasting 
| Company, will not be forced to have 
its license revoked because of an 
alleged interception and broadcast 
of secret foreign government radio 
communications, the Federal Com- 
munications Commission announced 
this week. 

The incident which aroused com- 
ment in radio circles several weeks 
ago followed allegations that the 
station intercepted messages in con- 
travention of the international radio 
treaty of 1932. 

The commission's decision against 
revoking the license was unani- 
mous. 


To Knickerbocker 
The township of Lakewood, N. J., 
has 


Two Join Art Gravure 

Frank Elias, formerly of Westing- 
house Electric & Mfg. Company, and 
Howard Bagley, formerly with Ohio 
Envelope Company, have joined Art 
Gravure Corporation of Ohio. 
| Cleveland. 


ees 

Joins CBS in Detroit 

| G. T. C. Fry, formerly assistant 
promotion manager of Esquire, New 
York, has been appointed sales pro- 


motion manager of the Detroit 
office of Columbia Broadcasting 
| System. 


‘Flannery in New Post 

| Peter J. Flannery, with the New 
| York Sun for nine years and pre- 
viously with the Brooklyn Citizen, 
has rejoined the Citizen to head a 
newly organized advertising and 
circulation promotion department. 


ADVERTISING AGENTS | 


appointed Knickerbocker Ad- | 
vertising Company, New York, to} 


| 


direct its advertising for the fifth} 
consecutive year. Newspapers will 
be used. 


rated 
| 86,000 persons have been placed on 


| 


| 


State Campaign 


ls Attacked by 
‘Pittsburgh Press’ 


| Pennsylvania makes, and_ those 
which it consumes in larger quan- 
tities than it produces. 

“Copies have been sent to 40,000 
key executives of industries in 
other states, to convince them that, 
from a manufacturing, distribution 
/and sales standpoint, Pennsylvania 
is the most desirable and economical 
location for their new plants. We 
j}also have sent 10,000 copies to 


Poor Richa rd Clu b executives within Pennsylvania be- 


Hears Rebuttal by Man 
in Charge 


Philadelphia, Oct. 24.—Repre- 
sented by Richard P. Brown, Sec- 
retary of Commerce, 
administration, charged in Sunday’s 
issue of the Pittsburgh Press with 
using state advertising for personal 
laudation of the Governor, appeared 
before the Poor Richard Club here 
today with a detailed exposition of 
results. Mr. Brown said that both 
the industrial and tourist cam- 
paigns have yielded such a harvest 
that they constitute complete justi- 
fication of the local advertising 
club’s slogan, “Advertising creates 
sales; sales make jobs.” 

The Press story, written by Rob- 
ert Taylor, its Harrisburg corre- 
spondent, said that the administra- 
tion headed by Gov. Arthur H. 
James is spending “over $10,000 a 
month of taxpayers’ funds for na- 
tional magazine advertising devoted 
to personal laudation of the Gov- 


ernor and his administration.” It 
continued: 
“Gov. James, who is_ being 


boomed by some of his associates 
as a Republican presidential candi- 
date, is the central theme of a full- 
page advertisement in the current 
Saturday Evening Post. A $133,700 
advertising fund has been set aside 
to attract new industries and the 
bait being used is a claim of sweep- 
ing accomplishments by the nine- 


months-old James administration.” 


View of Tourist Copy 


The Press said that results claimed 
in the Post advertisement and an- 
other in Nation’s Business are vastly 
exaggerated, and it commented 
satirically: 

“The newly created Department 
of Commerce also has $227,700 
available to attract tourists, so you 
may soon expect to see some adver- 
tising containing the Governor’s 
picture and telling how he improved 
the beauty of Pennsylvania.” 

The Press charged that $400,000 
was taken from the state motor 
funds, formerly used exclusively to 
build and maintain highways, to 
finance the new department, “which 


has been turned into a James pub- | 


licity bureau.” 

In his address today, Mr. Brown 
said that until recently all of the 
state’s advertising was of a nega- 
tive nature. 

“If any industry became even 
moderately successful,” he _ said, 
“nersons in high places denounced 
it as a heartless corporation. All 
employers were described as selfish 
slave-drivers. Grudge legislation 
was enacted. The country soon 
heard that industries were fleeing 
Pennsylvania to locate elsewhere.” 

Since Gov. James was inaugu- 
in January, he continued, 


industrial and commercial payrolls 
through the state employment 
offices, with September showing an 
additional gain of 65,000. This ex- 
pansion began as soon as Gov. 
James demonstrated that he was 
sincere in his policy of encouraging 
industry, and the subsequent adver- 
tising accelerated the incipient 
boom. He described this advertis- 
ing in these words: 


Details of Advertising 


“In its promotional work, the 
Department of Commerce is a pio- 


|neer, charting an untrod course in 


a new field of State government in 
Pennsylvania. Through the De- 
partment, Pennsylvania for the first 
time in its history is telling the 
world of its many industrial advan- 
tages. Our publicity program in- 
cludes a booklet entitled ‘Pennsyl- 
vania, Its Many Industrial Advan- 
tages,’ which lists in graphic fashion 
the State’s rich resources, its easy 
access to the largest markets of the 
world, the many products which 


~ @ 


| cause, as advertising men know, it 
| frequently is necessary to remind 
| people of the acres of diamonds 
which may be overlooked because 


they are too close at hand.” 
New Peak Reached 


Discussing the tourist business, 
_Mr. Brown said that it has become 
| the third largest in the state, bring- 
ing $327,000,000 into Pennsylvania 
in 1937 and almost as much in 1938. 
A new peak of $400,000,000 was 
reached in 1939 as the result of 
advertising in national magazines 
and 15 of the largest out-of-state 
newspapers east of Chicago. 

The tourist campaign will be 
expanded in 1940 in keeping with 
the new possibilities created by the 


the James | 


European war, which will keep 
American travelers at home. 
Pennsylvania’s industrial cam- 


paign is handled by Ketchum, Mac- 
Leod & Grove, Pittsburgh, while Al 
Paul Lefton Company, Philadelphia, 
directs the tourist effort. 


| 


| 


Apple Advertising 
Halted Pending 


Outcome of Suit 
Lansing, Mich., Oct. 26.—While 

newspaper advertising will be sus- 

pended as the result of a temporary 


| restraining order issued by the Ber- 


rien County Circuit Court, the 
Michigan State Apple Commission 
will continue to collect the one-cent 
a bushel assessment for advertising 
until the case is settled, it was an- 
nounced here today. 

Poster advertising: in stores will 
be continued, since the point-of-sale 
material has been bought and paid 
for. 

C. C. Taylor, chairman of the 
commission, said that even the 
plaintiffs challenging the constitu- 
tionality of the law will be com- 
pelled to pay the tax until the liti- 
gation is finally settled. Growers 
selling apples to the Federal Sur- 
plus Commodities Corporation will 
also be forced to meet the levy. 


Promotes Hollywood Bread 

Hollywood Services, Chicago, has 
resumed a newspaper campaign in 
Pennsylvania, New Jersey and Del- 
aware for Hollywood bread for re- 
ducing weight. Richard A. Foley 
Advertising Agency, Philadelphia, 
is in charge. 


Au-Temp-Co Appoints 

Au-Temp-Co Corporation, New 
York, manufacturer of automatic 
controls and systems for heating, air 
conditioning and processing appli- 
cations, has appointed Lee-Stock- 
man, New York, as advertising 
counsel. 


Clyde Thompson, 
‘One-Man Agency’, 
Passes at 62 


New York, Oct. 24.—Clyde Smith 
Thompson, veteran advertising man 
whose versatility was such that he 
was often referred to as “the one- 
man agency,” died here Oct. 21. He 
was 62 years old and a son of J. R. 
Thompson, former publisher of the 
Cincinnati Inquirer. 

Until recently, Mr. Thompson was 
sales promotion manager and art di- 
rector of M. L. A. Publications, in- 
cluding Radio Guide, Screen Guide 
and Click. He began his business 
career as a bellboy at the Palmer 
House, Chicago. He won a scholar- 
ship to the Art Students League of 
Chicago, and used that as a step- 
ping stone to a position in the art 
department of American Bank Note 
Cincinnati Enquirer. 


Started Own Agency 


Later he was advertising manager 
of the Diamond Rubber Company, 
and then started his own agency, 
Thompson-Carroll Company, in 
Cleveland. When the agency was 
merged, he became _ advertising 
manager of Miller Rubber Com- 
pany, and then advertising and sales 
manager of Portage Rubber Com- 
pany. 

He was Eastern sales manager of 
Thomas Cusack Company until that 
firm was merged with O. J. Gude 
Company in what is now General 
Outdoor Advertising Company. He 
then became an executive of J. Wal- 
ter Thompson Company, in charge 
of outdoor accounts, and was later 
with the New York Sunday Mirror 
magazine. 


H. H. CHAMBERS 


Oakland, Cal., Oct. 24.— H. H. 
(Jack) Chambers, Western sales 
manager of Caterpillar Tractor 
Company, died here Saturday after 
a lingering illness. He was 47 years 
old. Mr. Chambers enjoyed a wide 
and intimate acquaintance with 
leaders of construction, logging and 
agriculture, and was noted for his 
“camera memory,” as well as for 
his selling ability. 

He was given an unusual oppor- 
tunity to be of service during the 
world war when he was assigned 
to duty in the ordinance depart- 
ment at the Peoria plant of the Holt 
Mfg. Company, predecessor to Cat- 
erpillar. His job then was to ex- 
plain the operations of the track- 
type tractor, and to “sell” both 
generals and enlisted men on its 
reliability and efficiency. 


W. N. CALLENDER 

New York, Oct. 24.-—William Nel- 
son Callender, former national ad- 
vertising manager of the New York 
Evening Journal, died here Oct. 21 
after a long illness. He was 60 years 
old. After leaving the Journal ten 
years ago, he directed national ad- 
vertising for Staats Zeitung, a Ger- 
man daily. Ill health forced his 
retirement several years ago. His 
father, W. N. Callender, was pub- 
lisher of the Albany Argus. 


ALWAYS 


THE FINEST 
AT 


FAITHORN 


FINEST ENGRAVING 

FINEST TYPOGRAPHY 

FINEST PRINTING 
You can use one or all— 


just as you wish, but all 
are here, ready to serve 


Today there's a one best way in every- 
thing. Faithorn COMPLETE SERVICE offers 
you the best way to produce the mechan- 
ical requirements of your advertising 
—(1) ad-setting, (2) engravings and 
(3) printing—all under ONE roof. Only 
ONE contact and ONE order necessary. 
Faithorn can save you TIME, TROUBLE and 
MONEY. Exceptionally well fitted to sub- 
mit ideas, write copy, prepare sketches 
and typographic layouts. Try us soon ! 


FAITHORN CORPORATION 


PRINTING 


you... Speed, economy 


Ad-Setters - Engravers - Printers 


and satisfaction assured. 


504 Sherman St.,Chicago Phone Wab. 7820 


DAY AND NIGHT SERVICE 


, 
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Packaging Group 
Charts Objective 
at First Convention 


Chicago, Oct. 25.—The Packaging 
Institute, an organization resulting 
from the merger of the Production 
Managers Association and the Pack- 
aging Machinery Manufacturers In- 
stitute, held its first convention 
here last week, and charged itself 
“with the responsibility of helping 
the Administration make wise rul- 
ings in interpreting the provisions 
of the new food and drug law.” 

William M. Bristol, Jr., Bristol- 
Myers Company, was elected presi- 
dent of the new association whose 
membership includes 150 execu- 
tives of companies in production, 
machinery and supplies fields. 

Charting the group’s objectives, 
Mr. Bristol said, “We represent the 
designer who creates the package, 
the supplier of the packaging ma- 
terials, the manufacturer of the 
machines for making the package 
and the production manager who 
supervises the actual production of 
the package. 

“It will be, I am sure, to the ad- 
vantage of everyone in the Packag- 


ing Institute and in the industry to 
unite and present our side, armed 
as I said, with the fact that we 
know more about this than anyone 
else in the country.” 

As another major objective, Mr. 
Bristol outlined the need for a fact 
finding agency, such as the Insti- 
tute, to establish in the minds of 
consumers and the government the 
real facts regarding the packaging 
industry and its contributions to 
public welfare, industrial progress 
and employment. He urged the 
use of “proper, dignified publicity” 
to achieve this understanding. 


Storey Joins 
Atlanta Agency 


Frederick G. Storey has joined 
Gottschaldt - Humphrey, Inc., 
lanta office of C. P. Clark, Inc., 
Nashville, as account executive. 
Mr. Storey, who is president of the 
Atlanta Advertising Club, joined 
the Atlantic Journal on graduating 
from Georgia Tech. 

In 1937, he entered the agency 
field and later became advertising 
manager of a machinery manufac- 
turer. 


Phillips Joins Agency 

Russell G. Phillips, formerly ac- 
count executive of United States 
Advertising Corporation, Toledo, 
has joined Stockton-West-Burkhart, 
Cincinnati, in the same post. 


— - a = — _ —— 
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BEER POSTER BOOSTS SAFE DRIVING 


A DEAD , BACK TO LIFE 


S = hace 


Schmidt Brewing Company, Detroit, devoted several of its outdoor posters io 


the “drively safely" theme during opening months of the school season. 


Simons- 


Michelson Company is the agency. 


Extends Drive 


Test advertising of Milk-O-Mag 
effervescent tablets launched re- 
cently by Lambert Pharmacal Com- 
pany in upstate New York has been 
extended to newspapers in the Mid- 
dle West. Lambert & Feasley, New 
York, is the agency. 


Dickey Starts Agency 

Carl Dickey & Associates has 
been established by Carl C. Dickey, 
Fred Hamlin and George Foster, Jr., 
at 61 Broadway, New York, as an 
advertising agency. 


pi 


Advertisers who recognize the value of good pictures in building reader 
interest will be interested to know that HOSPITAL MANAGEMENT regularly 


publishes more pictures than any other hospital magazine. 


In the current number, for example, are 47 illustrations—illuminating and 
dramatizing the people and events which make news in the great hospital field. 


They form one of the basic reasons for the keen reader interest which has made 


HOSPITAL MANAGEMENT the leader in producing results for advertisers. 


Picture coverage of outstanding events goes hand in hand with news cover- 
age. HOSPITAL MANAGEMENT is the only magazine which combines full 
coverage of the news with thorough presentation of technical developments in 


the special departments devoted to each major hospital department and activity. 


There 


MANAGEMENT 


torial content, in which pictures play a major role, 


of the current issue 


Hospital Management 


The News and Technical Journal of Administration 


100 E. Ohio St., 


Only hospital journal member of both A.B.C, 


is no substitute 


is soundly 


to prove the 


Chicago 


On the Hospital Front 


for reader interest. 


based on a well-rounded 


point. 


Reader interest in HOSPITAL 


Let us send you a copy 


330 W. 


and authoritative edi- 


42nd St., New York 


and A.B.P. 


Three Speakers 
Accept Bids of 


Central Council 


Chicago, Oct. 26.—Medinah Club 
has been selected as the scene of 
the fall meeting of the Central 
Council, American Association of 
Advertising Agencies, Arthur E. 
Tatham, vice-president of Young & 
Rubicam, and secretary-treasurer of 
the Council, announced today. The 
date is Nov. 14. 

Thus far, only three speakers 
have accepted invitations, but sev- 
eral other outstanding merchandis- 
ing authorities are expected to ap- 
pear on the program. 

Allen L. Billingsley, president of 
Fuller & Smith & Ross, Cleveland, 
will discuss “Highlights of Adver- 
tising’” at the convention. John 
Benson, president of the Four A’s, 
will describe the work of the Fed- 
eral Trade Commission, endeavor- 
ing to delineate the policies it has 
adopted and which have been re- 
flected in recent decisions. Dr. Ken- 
neth Dameron, marketing teacher at 
Ohio State University, will dissect 
the consumer movement and its im- 
plications for marketers. 


‘Country Home’ 
to Suspend with 
December Issue 


(Continued from Page 1) 
or two of those penetrated west of 
the Alleghanies. Its founders were 
T. J. Kirkpatrick, a nephew of P. P. 
Mast, a large implement manufac- 
turer, and J. S. Crowell, who, des- 
tined to head one of the largest 
publishing companies in the coun- 
try, was then working on a strug- 
gling farm paper in Louisville. Mr. 
Crowell was appointed business 
manager of the new paper, which 
flourished from its inception. 


Divorced from Implements 


Farm & Fireside was under the 
aegis of the P. P. Mast Company, 
whose directors protested strenu- 
ously over this excursion into 
strange and unrelated fields, where- 
upon Mr. Mast promptly handed 
each a check for his interest. The 
paper continued to expand under 
the direction of Mast, Crowell and 
Kirkpatrick until the death of the 
manufacturer in 1889, when the 
firm name was changed to Crowell 
and Kirkpatrick. In 1901, the latter 
withdrew, leaving the field to J. S. 
Crowell. 

Though Woman’s Home Com- 
panion is older than Farm & Fire- 
side, it was not taken over by Mr. 
Crowell until 1878, as a combima- 
tion of three other magazines. 

Farm & Fireside was fortunate in 
having a distinguished succession 
of editors at its helm, in this respect 
establishing a tradition which set a 
high standard for contemporaries to 
meet. Its ideals of service were also 
high. The paper was originally 
printed in newspaper form, not be- 
cause of the desire to hold down 
expenses, but because housewives 
of that day were prone to cover 


their pantry shelves with the favor- | 
/'WKRC Advances Fast 


| Herman E. Fast, on the sales staff 


ite family publication. 


Adds New Department 


Gregory & Bolton. Cleveland 
agency, has added a direct selling 
department, with Harold L. Herman | 
in charge. 


=| AFA 


Tenth District of 
Federation Plans 


Houston Conclave 


Houston, Tex., Oct. 26.—The 
annual convention of the Tenth 
District of the Advertising Federa. 
tion of America, scheduled here 
Nov. 2-4, will draw upon some of 
the profession’s better known ex. 
perts to cover topics ranging from 
consumer interests to media groups 
“conferences, it was announced here 
today. 

The conclave will be under gen. 
eral direction of Leroy Swartzkopf, 
district governor. Major speak. 
ers will include 
Norman A. Rose, 
president 
and advertising 
director of the 
Christian Science 
Monitor; Dr. 
Kenneth Dam- 
eron, School of 
Business Admin- 
istration, Ohio 
State University, _ 
and Dr. Paul } 
Kelley, secretary | {> 
of the American 
Retail Federa- 
tion. 

Mr. Rose’s subject will be “Ac. 
tivities of Organized Advertising,” 
and Dr. Dameron’s, “Advertising's 
Public.” Dr. Kelley is to discuss 
“Advertising and Retail Sales.” A 
full session will be devoted to the 
proposed district-wide public rela- 
tions program now under consid- 
eration by the group. A final ses- 
sion will be given over to media 
group conferences. 


FCC Ponders 
Rebroadcasts 
of Short Wave 


Washington, D. C., Oct. 24.—The 
Federal Communications Commis- 


Leroy Swartzkopf 


here that there is an even chance 
that it will amend its regulations to 
permit domestic non-commercial 


the short wave bands of interna- 
tional stations on this continent and 
rebroadcast them to American lis- 
teners. 

The doughty Mayor LaGuardia, 
of New York, was the chief pleader 
for this change before a_ special 
committee comprising Commission- 
ers Norman S. Case, T. A. M 
Craven and George Henry Payne 
The Mayor wants New York’s mu- 
nicipal station, WNYC, to be able 
to pick up the programs of WRUL, 
operated by the World Wide Broad- 
casting Foundation with the aid o! 
Harvard University. 


Some Technical Difficulties 


Dr. William Y. Elliott, of Har- 
vard, was among those seconding 
the mayor’s motion. Andrew Ring, 
assistant chief engineer of the FCC, 
testified, however, that the contem- 
plated pickups of international 
short wave broadcasts would neces- 
sitate changes in equipment and 
likewise contravenes international 
conventions to which the United 
States is a party. Walter S. Lem 
mon, head of WRUL, admitted the 
technical difficulties, but asserted 
that national defense purpose 
might be served by the change. 


Industrial Council 


Elects Directors 


The Industrial Advertising and 
Marketing Council of Connecticu! 
and Western Massachusetts has 
elected four new directors in a 
ticipation of its annual meeting. 

They are G. M. Fletcher, Stanley 
Works, New Britain; T. V. Busk 
Farrel-Birmingham Company, A® 
sonia; D. M. Davidson, Fafnir Beat 


ing Company, New Britain, and 
P. Lonergan, Bristol Company, W* 
terbury. 


for the past five years, has 
named sales manager of Static 
WKRC, Cincinnati, succeeding W#- 
liam J. Williamson, who has joine? 
Ralph H. Jones Company, 
cinnati. 


sion indicated following a hearing | 


stations to pick up programs from ] 
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PHOTOGRAPHIC REVIEW 2°" "nm 
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TAKE IT AWAY, MRS. CONSUMER WINS ABC PROMOTION 


WALNUTS ARE HERE AGAIN |" 


’ é ¥ 
= - . * ee 


‘* 


1ST IT WONDERFUL THE WAY THESE WALNUT 
TEMPTERS BEAT MENU SAMENESS Add you |! 


} “wow TO wir 


WHEN YOUR COOKY JAF 15 
EMPTY — quxk, w rhe 


memnummmms WILSOW'S i? 
ee 
* = 


Detachable recipes feature this car card being tested in several cities by the 
indiana Condensed Milk Company, Indianapolis, for its Wilson's evaporated milk. 


"NOW, THIS IS THE CHASSIS DOWN HERE" . . . 


pgre - * ee 
f ee ae 


WEN YOU WANT A 
SALAD — try chy 
wa 


“It's my job to 
feed them well” 


s 


William F. Hoffmann, manager of the 
New York office of the Audit Bureau of 
Circulations, has been appointed assistant "Ss etait i oe 

managing director of the ABC. He will mE eID oeNEN wine: TEE : ae: ey: re KN eS 


fanige ; umut na mt 
continue, however, to be in charge of the intes sod wainuis, and babe ih > 


New York office. 


$$ = 1 
LUSTROUS LADY yr ogg tm =| 
: ‘ mm ct year — 1 
g ae ‘% .\, “ more i 
ol arti a PID Of , BD tasiet co the bent — 1 
oe Peantiful a —a a I mn we | 
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California Walnut Growers Association, one of the first groups in this field to use 

national advertising for its product, has completed plans for an expanded cam- 

paign this season. Color copy in magazines, outdoor posters and business 
publications will be used. (Story on Page 14.) 


IN A VINTNER'S PARADISE 


YOR too. can have 2 glomercu 
Prothful book ing reifl ory - 
+. Ne “Painted” teok! 
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. DM. W. —— —, of yey ’ a Corporation, took a 
| P#ime out on the opening day of the New York Auto Show to point out improve- ’ . + os 
ments of the new 1940 Plymouth chassis to a couple of interested listeners. oan ‘de fap Bal Ghubiboting Gen ITALIAN y Wiss CoLo Y 
- poration presents a lady whose calm 
et WAR CLOUDS WILL FADE AWAY smile belies the fiery temperament that Source material for the products of the Italian Swiss Colony Wine Association, 
7 t , titians are supposed to have—and use. San Francisco, is colorfully portrayed in this new poster, produced by Continental 
. . Created by Einson-Freeman Company. Lithograph Corporation. 
r PLAN Now 


! 
; FOR THAT VAC ATION-TO-COME 


5 UL 


fs, PASCINATING TOURS IN 


UIT AMIE 


WHEN STEELMAKING WAS A RURAL OCCUPATION 


ber foll infermation ser sour 
trevel ogemt, Aloe cond for 
hbewklet outlining & thrilling 
tenses (Mention name of your 
travel agent.) \ddrwee South 
Virican Consulate, 500 Fifth 
New, Sew Veoh. 


Among the dioramas exhibited by the United States Steel Corporation's subsidiaries at the National Metal Show held last 
mien of South Africa realizes that considerably fewer are being afflicted week in Chicago was this one depicting an old hillside blast furnace contrasted with the modern process. In earlier years of 
4 © foreign travel itch these days, but it hasn't entirely foregone its adver- this nation's industrial era, these old time blast furnaces were scattered all over the country, close to ore deposits. Charcoal 
+ “surrent copy is urging potential travelers to plan now for that “vacation made locally furnished the fuel, with the air blest powered by « water wheel. Behind the “prehistoric” model is « battery 

to come.” (Story on Page 13.) of modern blast furnaces, @ common sight now in Gary, Pittsburgh and other steel centers. 
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AMERICA GOES “BULLISH” 
ON DALLAS... 


National Hereford Show This Month Is 
Nation’s Greatest Cattle Event— 


Parade of Champions Heralds Come- 
Back of Texas’ Vast Cattle Industry 


Texas farmers are swinging away from cotton back to cattle ranch- 


ing and cattle feeding along modern lines. It’s a return to what 


nature originally intended for the rich and wide pasture-lands of 


this state—accelerated by scientific breeding and feeding. 


Millions of acres of grain and feed crops find a profitable market 


through cattle feeding. World changes are encouraging and hasten- 


ing the cattle come-back—restoring “balanced farming” and _ in- 


creasing farm prosperity. 


The Dallas News Trophy 


Awarded to the owner of the three best bulls 
in the National Hereford Show. 


Texas’ vast grazing capacity, now supplemented by scientific feed- 
ing, constitutes a major contribution to the state’s wealth and buy- 
ing-power. And Dallas—chosenby the American Hereford Breed- 


ers Association for their Exposition City—is the Capital of the Land 
Texas Leads the Nation 


in Both the Number 
and Quality 
of Cattle Raised 


of Quality Cattle. 


It’s another reason why readers of The Dallas News and The Semi- 
Weekly Farm News are among the country’s “tops” in buying- 


power—the best customers in the country for avy product. 


The Dallas Morning News 
The Semi-Weekly Farm News 


Associates: The Texas Almanac and State Industrial Guide e Radio Station WFAA (50,000 Watts) 
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